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Requires NO 
© Hoses © Cords 
© Compressors 


CO, Cartridge 
Provides 1000 
Lbs. Pressure! 
Nozzle Adjusts 
From Mist to 
Stream 


Handy and safe Becker Home Spray Gun 
gives you excellent results. Perfect for 
paints, varnish, insecticides, etc. Spray your 
outside furniture, fences, gardens, etc. and 
eliminate messy hands and brushes. Get 
Becker Spray Gun today. Send $19.95 by 
check or M. O. to Dept. 565-J. Shipped ppd. 


10-Day Money Back Guarantee! 


SULLIVAN-BECKER CO. 
KENOSHA, WISCONSIN 
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Handy and safe Becker Home Spray Gun 
gives you excellent results. Perfect for 
paints, varnish, insecticides, etc. Spray your 
outside furniture, fences, gardens, etc. and 
eliminate messy hands and brushes. Get 
Becker Spray Gun today. Send $19.95 by 
check or M. O. to Dept. 565-J. Shipped ppd. 


10-Day Money Back Guarantee! 
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KENOSHA, WISCONSIN 
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experience has brought together a team of top-notch J Con ; 
illustrators, photographers, layout men, mechanical 
artists, designers, lettering men and retouchers to pro- illustration by BOB SMITH... talented and versatile. Formerly on 
duce the finest in advertising art. We execute your art director, he knows how to put “sales punch” in your advertising. 


ideas and keep them moving toward completion, 


rapidly ... smoothly. Our contact men have a working CHAR LES E. COOP ER : INC. Si 


York 


knowledge of art, typography, photo engraving and Advertising Art & Photography _ 


printing. Result: a highly trained team of experts resp. 
pulling together to deliver the finest in advertising 136 East 57th Street - New York 22, N.Y. - 
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35th anniversary 


3:, years! A long time for a graphic arts club to be in business. 
In celebration we are bringing a new face into view. The con- 
tribution our Exhibition of Advertising and Editorial Art has 
made over the years is well known. The contribution the First 
Annual Visual Communications Conference will make is at this 
time unknown. Its numerical success is assured. However, we 
would not have committed our club monies and its energies to 
this enterprise unless we felt its goal was far-reaching and of 
great benefit to the entire business of visual communication. 

We have embarked upon the experiment of consolidating our 
activities into five short days under the heading of “Visual Com- 
munications Week” in the belief that we can create a greater 
impact and bring more vitally interested people together under 
one roof at the Waldorf Astoria, June 4th-8th than in any other 
way. With the exhibition as the focal point of all our activities 
and having it immediately adjacent to our other activities in a 
centralized location both physically and mentally, a minimum 
burden is put on all people concerned. You might say we have 
made a neat package out of our Exhibition, Awards Luncheon, 
and Visual Communication Conference. 

However, fine as this objective may be, it was not our mo- 
tivating reason for this innovation. Our decision was based on a 
belief . . . a philosophy. We believe it is the responsibility and 
obligation, today, as it has been in the past, for the Art Directors 
Club of New York to look into the future and present the view 
to the profession as we see it from there. What do we see? It’s 
very simple . . . OPPORTUNITY! Opportunities for the art 
director to go as far in this business as his talents, brains, and 
desires will take him. It is all there. Many individuals of our 
club have risen to the very top of their organizations. They have 
done this because this is a visual business, a “how things look 
world” in which we have a basic franchise. We have a choice— 
we can sit back and live behind our drawing boards and only 
peck over it to see if it is raining out. In this way other people 
will tell us what pictures to make and our skili on the drawing 
board will be our horizon. Or we can take the leadership, arm 
ours:lves with knowledge of how to talk to people through their 
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eyes. and prove to the people who pay our salaries that our 





goal, are the same as theirs . . . to sell ideas and goods. 

It is for this reason the First Annual Visual Communication 
Con'erence is being held. 

Frank Baker, President, Art Directors Club of New York 
—a cee 
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NEW IN DETROIT 
10,420 square feet of studio— 
more than half the size of 
Grand Central Station—at... 

2130 Woodward Ave. 
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NEW IN NEW YORK 
Four new additional studios 
—all separate and private for your 
convenience at... 
214 East 41 St. 


Réalitiés 


A NEW BREED OF ENGINES NOW MOVES AMERICA 


Ford Motor Co. 
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STILL IN NEW VORK 
New York's largest “drive in” studio at 
240 East 45 St. 


Two new type “stretch” lenses for car (or general) work in 
New York or Detroit. 


No other gift expresses you so well EY 
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CONTACT 
Bill Symons - Clare Mallinson 
Ed Rager - Bernie Telkamp 
Marsh Gorton IN DETROIT 


Studebaker 
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tax talk 
MAXWELL LIVSHIN, C.P.A. 


Self-employment and Social Security 


if you are self-employed and your work 
is covered by the social security law and 
you: have net earnings of $400 or more 
in a year (as sole owner or as your share 
n a partnership) you must report your 
self-employment earnings in your Fed- 
‘ral income tax return for that year 
and pay the social security tax on your 
net earnings up to $4200, whether or 
not you are required to pay an income 
tax for the year. 

Most self-employed people have been 
covered by social security since 1950. 
{mong these are artists, writers and 
photographers. 

A self-employed taxpayer receives a 
full year’s social security credit for each 
year in which he reports $400 or more 
in net carnings. 

In order for payments to be made to 
the taxpayer and his dependents in his 
old age, he must be “fully” insured. 
For payments to be made to the tax- 
payer’s children and his widow, he must 
be either “fully” insured or “currently” 
insured. Generally a taxpayer is “fully” 
insured at retirement or death if he has 
worked under social security after 1936 
for a total of time equal to half the time 
elapsed since the beginning of 1951. 
However, there is a minimum require- 
ment of 114 years of social security 
credit. After the taxpayer has credits 
for 10 full years of work under social 
security the taxpayer becomes insured 
for life. 

The following table gives a general 
guide as to the length a taxpayer must 
work under social security to be “fully” 
insured, 


If you reach 65 You'll need NO 
by the middle MORE than this 
of the year much work 
1951 114 years 
1955 2 years 
1957 § years 
1959 4 years 
1961 5 years 
1963 6 years 
1965 7 years 
1967 8 years 
1969 g years 
1971 or later 10 years 


A taxpayer is “currently” insured if 
e has social security credit for at least 
year and a half out of the three years 
ist before his death. 

(continued on page 12) 
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...anda of course a complete service from 
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EMMETT McNAMARA, graduate of the Wicker School 
of Fine Art, illustrator and co-owner of McNamara 
Brothers, Inc. bas devoted a good part of his professional 
life training and teaching automotive art to many men 
who have since gained recognition in their own right. 
Today, Emmett is often consulted by automotive stylists 
in the designing of new models. Dynamic, thorough and 
exacting, Emmett sets a fast pace for his colleagues to 
follow. He pursues his diversions: golf, boating and fishing 
with comparable vigor. 


Automotive Art Director... For You! 


Ji has been obvious for some time now that automotive art buyers 
are insisting on more competent art direction while their art 


assignments are in process at the studio. 


How do we know this? Because each year more art buyers are 
coming to McNamara Brothers, Inc. where they know their work is 


competently art directed. 


Principal reason for this confidence is Emmett McNamara, one of 
America's leading automotive illustrators, who serves as your art 
director at our studio. Art buyers are eminently satisfied with 
Emmett's ability to interpret their thoughts and to guide his 
excellent staff of car illustrators. Thus, McNamara Brothers, Inc. 
provides an outstanding service that is unparalleled by 


any other studio. 


Small wonder, then, why McNamara Brothers, Inc. is, by far, 


the largest supplier of art to the automotive industry. 


McNAMARA BROTHERS, INC. 
38th Floor, Penobscot Building * Detroit 26, Michigan 
WoOodward 1-9190 


Largest Supplier of Art to the Automotive Industry 
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for Dye Transfers 


... that sing — for service 
as you've dreamed of it — 
for prices that make 
your budget smile -— 


23-03 45 Rd., L.I.C, ST 4-5109 
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tax talk 
(continued from page 9) 
Types of benefits and insured status 


The following table shows for each ty de 
of old-age and survivors insurance be: e- 
fit, whether the worker must be fu ly 
insured, currently insured, or both 


Retirement payments 


Monthly payments 


go to If you are 
You as a retired 
worker Fully insured 


And monthly pay- 

ments go to your 
Wife 65 or over Fully insured 
Child under 18... Fully insured 
Wife regardless Fully insured 

of age if caring 

for child en- 

titled to bene- 


fits. 
Dependent hus-_ Both fully and 
band currently insured 


Survivors payments 


Monthly payments 


go to your If at death you were 
Widow 65 or 
over Fully insured 


Widow or depen- Either fully or 
dent divorced currently insured 
wife (regard- 
less of age) if 
caring forchild. 

Child under 18.. Either fully or 

currently insured 

Dependent wid- Both fully and 
ower 65 orover currently insured 

Dependent par- Fully insured 
ent 65 or over 

Lump-sum is made 
to your 

Widow or widow- Either fully or 
er or to the currently insured 
person who 
paid your bur- 
ial expenses 
(may be made 
even though 
monthly bene- 
fits are also 
payable). 


The rate of self-employment tax is 
3%. The amount of self-employme t 
tax the taxpayer owes is not affect :d 
by the number of income tax exemn p- 
tions the taxpayer has. Self-employment 
tax may be due even if the taxpayer 
owes no income tax. 

If the taxpayer has self-employm«¢ 1t 
net earnings from more than one oc u- 
pation, the income from all of them ( 'p 

(continued on page 129) 
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Reliable illustrations make him tough to beat. 














R. J. DAVIDSON 


Decorative artwork you’ve admired. 









PROFIT NO OBJECT 
a FREE RADIOS * FREE HEATERS 
% FREE TWO-TONE PAINT JOB 
























We're looking for an Agency Art Director 


The man we’re looking for is a stick- 
ler for having his wishes interpreted 
intelligently and accurately; he 
wants the people with whom he deals 
to be completely reliable, and in- 
sists on absolute promptness. 





To such a man we can offer a better 
job than he is probably now get- 
ting from his art or photographic 
studio. We’ll give him service that 





will make him forget his discontent. 


Like every successful studio, we have 
plenty of fine talent. Our special 
genius is for treating every job in the 
shop—even lowly mountings—like 
an important oil painting or a multi- 
color magazine cover photograph. 





That’s what makes agency Art Di- 
rectors say to each other: 
“Call Tosca for fine, fast service!” 





tosca studios 
Art & Photography 

41 East 42nd St. 
MUrray Hill 7-2172 











WHO ALWAYS HAS THE RIGHT ANGLE (CAMERA, THAT IS) 





MEET STUDIO DIRECTOR 


~~” Tom Rametta 








: * © 
"Corry, photographer * 270 Park Ave., New 
4 





York City * PLaza 3-44.24 





letters 


It’s Michael Fenga 


Thanks for the plug in your A 
Direction magazine and I want to poi! 
out that you say “Michael and Hect 
Donderi, etc. 

Now I know and you know and 
good many of our friends know th: 
Donderi and myself have been ass: 
ciates and have spent a good man 
years together. But—I have always an 
still do like girls better—so I have neve 
changed my name to his. 

Michael Fenga, 
Roy Germanotta Inc. 


No acquired tastes . . . no taboos 


We are a medical advertising agenc 
Last week we had an exhibition in this 
agency’s exhibition gallery which our 
clients and our own people will be 
talking about for some time to come. It 
was an exhibition of paintings and 
sculpture by elementary school chil- 
dren. Over the exhibition was a sign 
that read: “Originality in art is often 
no more than free expression devoid of 
formula, fashion, or finesse.” 

I had been particularly impressed by 
some children’s work I had seen in an 
elementary school. This made me won- 
der whether the vigorous, expressive 
and colorful work of children might 
provide as much inspiration to our 
creative people as some of the fine art 
and commercial art shows we have held 
in our gallery. Mr. Richard Johnson, 
art teacher at the Saugatuck Elementary 
School in Westport, Connecticut, 
eagerly offered to help me—help us— 
find an answer. He put up an exhibit 
in school of the work of children from 
first through sixth grades, and_ froin 
this a careful but difficult selection was 
made. 

The response has been well wort. 
publicizing. All of our agency personn:! 
and many clients, too, have viewed ot 
exhibition with varying degrees of ir- 
terest. Not once have we been accuse: 
of trying to be smart. Most of thos 
who have seen the exhibition have fe 
that it was done in a good cause, a 
though a purely selfish one. 

Everyone, it seems, found somethin 
unexpected—the child’s ability to tell 
story without the aid of skill in drav 
ing, and the force achieved throug 
simple drawing and bold color th: 
even outshines American and Europea 
posters. 

The reason may be that a child tak« 
to self-expression as simply and et 


(continued on page 16) 
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Account E.R.P.C. 
Agency DONOHUE & CO. 
Art Director FRANK DROESCH 


JOHN JOYCE INC. 


Food - Illustration - Interiors - Still Life 
480 Lexington Ave., New York 17, N.Y. + PLaza 8-1815 








We'll do your dirty work 
and your layouts 

and your illustration 
and good 


Associated Artists 
711 Boylston Street - Boston 
COpley 7 0769 
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(continued from page 14) 


thusiastically as he does to ice cream «r 
cake. He has no acquired tastes ar | 
no taboos. A child likes to imitate, n t 
for the sake of imitation but rather > 
communicate something in a commc 1 
language. His vigorous language «: f 
form and color therefore holds mar y 
hints for grownups who, like ourselve ,, 
are in the business of communication . 


John B. Johnson 
Executive Vice President 
Cortez F. Enloe, Inc. 


Busman’s holiday 


I just returned from a very success|il 
“Busman’s Holiday thru Northern \. 
Hampshire and Vermont painting on 
commission a number of outstanding 
ski inns and resorts such as the ultra- 
modern Topnotch in Stowe, Vt., Whit- 
ney’s in Jackson, N. H. (perhaps thie 
oldest ski inn in the east), the New 
England Inn in N. Conway, N. H., the 
Pinkham North Lodge in Gorham, and 
several others, the paintings to be used 
in advertising the respective inns. Had 
some of the best skiing in years, particu- 
larly on the new Spruce Peak develop- 
ment in Stowe and the eastern slope in 
N. Conway. 

Coming home after a near 1000-mile 
trip without a mishap in the worst 
weather conditions, I cracked up my car 
on the last 14 mile homestretch, but 
was fortunately not hurt and have my 
car insured. 

Had the consolating news that I just 
won the prize for the Best Small Paint- 
ing at the Academic Artists Annual at 
the Museum of Fine Arts in Springfield, 
Mass. 


Sascha Maurer, 
Gaylordsville, Conn. 


Flexichromed pencils... 
The photography and_ Flexichron 
originals for the four color Dixon pe. - 
cil ad insert which appeared in th 
March issue of Art Direction was 
turned out in its entirety by our studi« 
The pencils in the ad presented 
problem had they been handle 
through the use of any medium othe 
than Flexichrome since colors had t 
be matched very accurately and supe 
vision by the Agency Art Director wi 
very critical. We feel that this ad is 
perfect example of the accuracy « 
Flexichrome in color matching. 


Marc L. Rodriguez, 
Weco Studio, N.Y.C. 6 
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CRAF-TONE SHADING SHEETS... the no glare, self-adhering all-pur 
pose, efficient, economical overlay shading medium 294 patterns! 


CRAF-TYPE .. the versatile, improved paste-up type that speeds com 
position and really cuts typography costs! 279 Fonts, faces and sizes 


CRAFT-COLOR 19 brilliant, nonfading Translucent colors on self 
adhering clear plastic sheets! 


SINGLETONE DRAWING PAPER. ..a chemically treated drawing paper 
with a single hidder tone for straight shading effects! 59 Patterns! 


BLACK AND WHITE TOP SHEET SHADING FILMS .. .Transparent over 
lay film for shading effect in line copy! 59 black also white screens 
with removable dots and patterns! Ideal for newspaper and photo en 
graving shops 


MULTI-COLOR PROCESS reduces 4 color printing costs. The only 
reliable, inexpensive method to make plates for color printing! 


CRAFTINT DOUBLETONE DRAWING PAPER AND TRACING VELLUM 
17 original two screen patterns that ycu develop. Two separate “in 
visible” shading tones processed into the paper to get third dimen 
sional effects 


Craftint rs 


the most complete 


Shading Medium Catalog 


in the world! 


C U T production costs! 


M E ET deadlines efficiently! 


ADD sales impact to layouts 


and finished art! 


THE CRAFTINT MANUFACTURING CO. 


NEW YORK CLEVELAND CHICAGO 











CRAFTINT MANUFACTURING COMPANY 
1615 COLLAMER AVE CLEVELAND 10, OHIO 


Yes, send me the world’s most 
complete Shading Medium Catalog 


Nome — —_ 


ee —_ — 





Address_____ — 





a 





a 














EST 


BY TEST 


PHOTOS BY 


MAC BALL STUDIOS 


480 LEXINGTON AVENUE 


NEW YORK, N.Y. PLAZA 55-0863 





Clip ME OUT AND FILE ME AWAY 
Offering an excellent, dependable 
service with intelligent 

interpretation of your problems 
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COMPLETE 
ART SERVICE 
























e RETOUCHING « Black and White «+ Flexichromes 
e LAYOUT 
e MECHANICALS 
e ILLUSTRATORS 
e SPOTS 
e LETTERING 


VINCE SCHIAVONE STUDIO 


145 East 45th New York City Plaza 5-9821 
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business briefs 


Despite rosy long range predictions y 
economists and ad-experts some s 
ments of our economy are showing sig 1s 
of wear and tear. Some retailers w 
thrive in the Spring, wonder where t 
business went. Some production lit 
have been pared. And then there’s t 
farmer. 


oan om O 


Despite these negative signs the optimi: ‘ic 
forecasts remain unshaken and curre it 
ad billings are setting records. Printe’s’ 
Ink reports national advertising up 15 
from February 1955 and up 4% from 
this past January. TV, up 18% from a 
year ago, now gets about 11.1% of the 
ad dollar with slightly more than half 
of that in network, the rest in spot and 
local. 


Other big gainers over 1955 are newspapers 
up 23%, outdoors up 27%, and general 
monthly magazines up 32%. Network 
radio dropped 28%. 


Many studios and freelancers are reporting 
themselves busier than ever in their 
lives during April, not traditionally a 
peak business month in this field, al- 
though the seasonal pattern varies great- 
ly from studio to studio and agency to 
agency depending on the nature of the 
accounts handled. 


One key statistic that props up the long term 
optimism of many economists is the 
growing population. It spells increased 
demand. But the validity of assuming 
increased population insures prosperi‘y 
was seriously questioned by Joseph |. 
Spengler, James B. Duke, Professor of 
Economics at Duke University. In an 
article titled “Population Threate: 
Prosperity”, condensed in Advertisit 
Age, he says the growing demand w 
create some goods shortages, that son ¢ 
material resources will be scarcer on 
per capita basis. Greater costs to kee 
production up with demand may resu 
in increased costs to consumers and r - 
sultant drops in real income. He se 
population pressure as absorbing capit 
and resources which might otherwise | 
used to increase equipment per work: 
and consumption per capita. Time wi 
prove whether Prof. Spengler and h 
theory of the income depressing effe t 
of population growth is right. ’ 
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STOESSEL STvU:90 


21 WEST 45 STREET « CIRCLe ~-3968 








4 





PERN TGR ee MEE, 





a creative studio full of talent 
specialists in sales promotion and 
merchandising arts— 


designers and planners of 
special booklets— 


distinctive annual reports— 
effective point of sale material- 
outstanding package design— 


unusual displays and posters and 
complete production services 
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george samerjan 


80 West Fortieth Street, New York City 18 
Longacre 4-7257 
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LONG ISLAND MARSHES, AN ETCHING BY STOW WENGENROTH 


<4 complete line of vellum in white and eight colors, with 


matching while coven and beistol, offers a wide cheice of 


ef fective backgrounds for fine printing. eee Prestige appeatance 


and prover press performance. .- « Letlerpress and of fel. 


Mohawk Payer Mill 
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coming events 


Thru June 9 . . . one-man show of prints and 
drawings of Andre Racz. Ruth White Gallery, 
42 E. 57, NYC. 


Through July 31 . . . Books produced from 
1450 to 1500. N.Y. Public Library, Room 322. 
9 AM-5S PM. 


June 4-8 .. . 35th Annual Exhibition of the 
Art Directors Club of N. Y., Waldorf-Astoria, 
coincident with the First Annual Conference 


on Visual Communication. 


June 10-13... Advertising Federation of 
America convention. Bellevue-Stratford Ho- 
tel, Philadelphia. 


June 11-13 . . . Sales Aid Show, Statler Hotel, 
NYC. 


June 20-22 .. . American Marketing Ass'n. 
convention. William Penn Hotel, Pittsburgh. 


June 24-28 .. . Advertising Ass'n. of The West 
convention. Statler Hotel, Los Angeles. 


July 10-12 . . . Exhibitors Advisory Council 
clinic and exhibit. Morrison Hotel, Chicago. 


July 22-27 . . . Photographers’ Association of 
America, annual convention and trade show. 
Conrad Hilton Hotel, Chicago. 


Sept. 22-25 .. . Advertising Specialty Nat'l. 
Ass'n. annual convention and fair. Palmer 
House, Chicago. 


Oct. 1-3 . . . Direct Mail Advertising Ass‘n. 
annual convention. Hotel Statler, NYC. 


Nov. 11-15 . . . Outdoor Advertising Ass'n of 
America. Ambassador Hotel, Los Angeles. 


Nov. 19-21 . . . Advertising Essentials Show. 
Statler Hotel, NYC. 


Philadelphia Art Alliance (251 S. 18th St.)... 
thru June 17, “Art Goes to the Circus.” thru 
Aug. 15, Philadelphia Water Color Club 
annual Members Exhibition. 


Museum of Modern Art, NYC... thru June 
10, New Talent IX, artists who have not had 
major one-man shows in N.Y.; thru Aug. 5, 
Recent Drawings USA, exhibition and sale; 
May 23-Aug. 5, Kandinsky Murals; May 30- 
Sept. 9, American Painting and sculpture. 


Art Institute of Chicago ... thru June 18, 
showing of needlework and textiles; indefi- 
nite schedule, Mohican Murals and Ancient 
Peruvian Art; permanent, 67 American and 
European miniature rooms; thru Sept. 30, 
“Contemporary Japanese Pottery’; thru July 
1, Retrospective show of work of Margaret 
Bourke-White; thru June 14, “Design In Scan- 
danavia”’; thru June 14, “16th Annual Exhibi- 
tion: Society for Contemporary American Art.” 











more than 20,000 
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WALTER 
CHANDOHA 
PICTURES 


Box 237A Huntington Station 
Long Island, N.Y. 
Huntington 4-8260 




















When you write the ad, get across to 
our clients the fact that we're grate- 
ful for their recognition of our efforts 
to give them a complete and depend- 
able quality art service, for respect- 
ing our judgment, for their faith in 
us, and that we're going to continue 
justifying their confidence, While 
youre at it, tender thanks to our own 
wonderful group of art directors, lay- 
out men, illustrators, photographers, 
letterers, cartoonists, et al for their 
“we really care” approach to their 
work, especially “Goody” Weatherly 
one of the finest retouchers in the 
business and the terrific department 
he has organized. In other words, 
thank everyone including those now 
with other organizations, who have 
helped us build one of New York’s 
larger and more efficient studios in 
the short space of less than 7 years. 





“don’t be glib and don’t get smart”, said Joe Boyan. 


Also tell them how BOYAN & 
WEATHERLY really feel! 


Why not let Joe Boyan or Goodhue 
Weatherly themselves tell you how 
grateful they are. The phone num- 
ber is PLaza 8-1110. BOYAN & 
WEATHERLY, incidentally, is 
located in the Hotel Shelton, 525 
Lexington Avenue, New York 17. 


Offering @ layout 
retouching 
photography 
illustration 
cartoons 
spots 
lettering 
mechanicals 
a complete service 
Telephone @ plaza 8-1110 
Address @ 525 lexington avenue 


new york, n. y. 











ATF type news is good news for everybody 





Now... ATF brings you Keo Script 


and, to make the SPARTAN family complete, 


Spartan Book & Spartan Medium Condensed 


Repro Serpt 


Repro Script is a medium- 
weight face with a hand- 
lettered appearance that 
you can use scores of ways. 
It is strong and vigorous 
enough for technical 
publications and industrial 
advertising; it is also 
graceful and dignified, and 
therefore most appropriate 
for announcements, greeting 
cards and social printing. 
The slant letters on square 
bodies make setting easy; 
there are no fragile kerns 
to break off or split. 

18 through 60 pt. sizes. 


Why it pays to 
use and specify 
ATF hand-set types 


= There's an ATF face in 
exactly the weight. size, style 
and color to fit your needs. 
® Artistically correct. 
designed by leading type 
authorities. 

# Easy to get perfect spacing. 
correct fit. 

# Sharp. clear proofs for 
reproduction by any means. 
= Its low cost makes it 
economical to print from 
ATF type... a whole font in 
any one size often costs less 
than a few words in hand 
lettering. and can be used 
over and over again. 

For instance, the full font of 
24 point Repro Script 

costs only $12.60. 


Spartan 


The full series of Spartan. 
No need to tell any printer 
or advertiser how 
indispensable these basic 
sans serif faces are! Now, 
with the newly-cut ATF 
Spartan Book (6 through 
36 pt. sizes) and Spartan 
Medium Condensed 

(6 through 48 pt.), there is a 
weight and design variation 
of Spartan to meet every 
printing requirement. For. 
in addition to these new 
Spartans. ATF offers 
Spartan Medium and Italic: 
Heavy and Italic: Black 
and Italic; Black Condensed 
and Italic; Extra Black 
and Special Figures. 


This all-type advertisement was designed by Meyer Wagman. 
AWTIF Repro Script, Spartan Book, Spartan Medium, 
Spartan Medium Condensed, Spartan Extra Black and 


Bodoni Book were used in its composition. 


And you'll like 
the “new look” of 
ATF service! 


ATF’s distribution picture 
has been sharply re-aligned 
—to give you speedy, 
right-the-first-time service. 
New dealerships from coast 
to coast make handling ATI 
type a full-time business, 
not a sideline. Specify and 
use ATF types and see how 
easy it is to have distinctive 
typography at prices 
everyone can afford! Write 
us today for specimens of 
Repro Script and the new 
Spartans and name of your 
nearest ATF type dealer. 
American Type Founders, 
200 Elmora Avenue, 
Elizabeth, N. J. 
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A WINNING 
COMBINATION 


EDSTAN STUDIO 
TELOPS -FLIPS 


TELESLIDE INC. 


B/W AND COLOR 
SLIDES FOR TV 


75 WEST 45th STREET. NYC 





and follow-thry 
of Publication Printing 


Curr, is our 
ent 2 Yr cho . 
Satisfied clients sen Specialty, 


ar, ‘ 
“perience in desi wy enefitting from 
and prine; gn, type . ‘ 
Printing Processes, Cal) ee SPecification 
5 On your next 
booklet job. we 


m Y-..and you 
ay save money, 


'S yea T8 e: 
our 


magazi 
Jazine, catalog oy 


delivey top qualit 


CATALOGS 

BOOKLE inc. 
ANNUAL REPORTS 
MAGAZINES 
MAGAZINE 
ORGANS 


PLAZA 8-1510 
147 EAST oth STREE™ 
new YORK 22, N.Y. 


CONSUMER 
TRADE 
HOUSE 








ul, Oul, JACQUES! 
INTERIOR JOHNSTONE & CUSHING 
ILLUSTRATIONS 


WU. 6-1962 


DAN C. MILLER 
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what’s new 


FOLDAWAY DRAWING BOARD. A new folc 
way drawing board which stores in : 
center drawer of regulation office des 
is being manufactured by Arnot-Jam: ;- 
town division, Aetna Steel Produ: s 
Corp. The unit consists of a comple e 
drawer, drawing board and parallel ru 
It can be bolted or screwed to any co }- 
ventional desk or table top. Self-co :- 
tained suspension fixtures equipp: 
with nylon roller tracks assure smoo 
gliding of the drawer. The drawii 
board attaches to the drawer by special y 
designed hinges. It moves easily in 
position on the desk top at a comfoi:- 
able working slope. Information and 
price list is available from Arnot-Jamc:;- 
town, 730 Fifth Ave., New York. 


NEW JAPANESE PHOTOGRAPHY. Canon, tlie 
Japanese camera company, has opened 
a U. S. branch and introduces its new 
Canon “System of Photography,” based 
on the new Canon V, 35mm camera. 
The system incorporates all camera at- 
tachments and is said by the manufac- 
turer to shoot anything which can be 
seen. Any focal length, 25mm through 
50mm, can be used as a standard high 
speed lens with Canon and Canon-type 
cameras. Booklets and full information 
on the Canon System of Photography 
are available free from Canon Camera 
Company, 550 Fifth Ave., New York 36. 


PHOTOPROCESS LETTERING. The Headliners 
Inc. will soon have complete style show- 
ings in catalog form of photoprocess 
lettering. For a free copy, send to them 
at 44 W. 44 St., New York 36, or phone 
OXford 7-4820. Your name will be en- 
tered on a regular mailing list and as 
soon as they are released, specimens of 
new styles will be sent. The Headliners 
also offer information on photoprocess 
lettering. 


FILMOTYPE PHOTO-COMPOSITION. A new 
brochure on Filmotype’s photo-compo- 
sition machine, including a_ photo- 
graphic step-by-step description of ope:- 
ation is available free from Filmotyp: 
Corp., 60 W. Superior St., Chicago 1, 
Ill. The machine produces hand lette 
ing and display type. Examples show 
in the booklet are from magazine an 
newspaper ads, direct mail literatur 
publications, catalogs and _ brochure, 
letterheads, and TV slides. 


ADTYPE WORKBOOK. A new concept i 
type specimen showings, the Adtyp: 
workbook is designed to be used as 
working tool as well as a referenc : 
(continued on page 30) 
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What makes an 


ART STUDIO 


FACILITIES 


EXPERIENCE 
DEPENDABILITY 





ROYER « ROGER, INC. 








is 


A “Stable of Artists” is not enough, but an organized 
staff of creative art specialists forms a studio that 
can service all of your individual art requirements... 
Top layout men, illustrators, retouchers, letterers, 
mechanical and production men are brought together 
for high gear, high quality art.. 

Service is the key to all of our actions beginning with 
the “job pick-up”, and continuing until finished art 
is placed on your desk. 


130 East 59th St., N. Y. 22, N. Y. Eldorado 5-2400 
314 North Broadway, St. Louis 2, Mo. CEntral 1-5232 
293 East Long St., Columbus 15, Ohio. CApitol 8-3583 








GRUMBACHER 


PATENT BLACK 
MASKING INK 


for 


OVERLAYS 


on 








ACETATE @ VINYL @ GLASS 
GLASS TRACING CLOTH 









AN AQUEOUS, DENSELY OPAQUE, NON- 
STAINING, ONE-STROKE COVERING, 
GLOSSY BLACK INK FOR USE WITH THE 


BRUSH, PEN AND AIR BRUSH. 
@ Impervious to atmospheric humidity 


@ Waterproof on drawing papers & MASKING INK 
boards TO ACETATE » VINYL 
No stirring...remains in suspension rm 
No special thinners required 

Scribes cleanly on frosted overlays 
Can be used as a negative or positive 
for‘contact printing 


SEND FOR FREE SAMPLE TODAY 


M. GRUMBACHER 


28 482 West 34th St. New York 1, N. Y. 
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MAGAZINE DATA—1956 


Revised to meet current specificatiuns, the handy Beck ‘‘General Magazine Requtre- 
ments for Four Color Leiterpress Inserts’ data card is now ready for distribution. 
Durably printed on both sides of white plastic material, it is a useful and convenient 
source of information for all those engaged in the production of magazine advertising. 


We shall be pleased to send you a complimentary copy in response to your request. 





THE BECK ENGRAVING COMPANY, INC. 


Philadelphia 6, 7th and Sansom Sts.; New York 17, 305 E. 45th St.; Boston 16, Statler Office Bldg. 
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a complete design and production service 


sales pre seintations, sales hits, slides, 


overhead projections and TV Flip cards. 


270 PARK AVENUE ¢ PLAZA 3-3938 





























RETOUCHING 
Black & White & Color 
Archer Ames Associates 


MU 8-3240 501 Madison Ave. 


advertising a hy 
STUDIOS 


120 W. 50th St., New York, N. Y PL 7-5090 

















way’s standard 
viewers 


Used by nearly all New York 
area color plate makers. 

For information: 

Chappaqua, N. Y. 














what’s new 





(continued from page 26) 


manual. A comprehensive showing c 
type faces, each in complete font an 
in all available sizes, is in the 435 page: 
Individual work charts are included o: 
each page, thus providing an aid fo 
copy casting and type specification. Dis 
play sizes, 16 point and up, are show: 
in complete font to a 66 pica width 
Newest developments in photo-typo 
graphy are in a special section, witl 
complete font showings of 58 hand 
lettered alphabets. Information can b: 
had by writing to Adtype-Hollywood 
916 N. Formosa Ave., Hollywood 46 
Calif. 


NEW LEICA GUIDE. A new flash guide for 
use with all current Leica cameras has 
been issued by E. Leitz, Inc. This super- 
cedes the flash guide published in the 
latest Leica Manual. Among the new 
features is a flash number guide for use 
with the new Kodachrome Type F film 
for use with clear flash bulbs. Pamphlet 
is available free from E. Leitz, Inc., 468 
Fourth Ave., New York 16. 


NEW PERSPECTIVE ‘DRAWING. A new system, 
Precision Perspective, is being accepted 
by customers of drafting-supply firms 
The system is said to give photographic 
accuracy, but to be simple and fast in 
representation of a subject on a plane 
surface. A series of printed grids is 
used in the new process. At present 
Precision Incorporated, of Seattle, 
Wash., is offering basic sets of seven 
grids in three different sizes for both 
interior and exterior rendering. The 
seven grids in any size are progres 
sively displaced from each other in steps 
of 20 degrees. Rotation of a basic set 
makes possible a total of 81 different 
positions in the representation of a sub 
ject. Information is available from Pre 
cision Incorporated, 402 Americai 
Building, Seattle 4, Wash. 


BAUER’S FORTUNE TYPE. Bauer Alphabets 
Inc. has available a booklet with exam 
ples of Fortune type faces in light 
bold and extrabold. Examples are in 
16, 18, 30, 36, 42, 54 and 60 point sizes 
for light face; bold face examples also 
include 24, 10, 12, 14, 42, point sizes 
Extrabold is available in 14, 16, 18, 24 
go and 36 point. The booklet can be 
had by writing to Bauer at 235 E. 4: 
St., New York. 


HILER CATALOG ON STRUCTURE-COLOR. A 
catalog by Hilaire Hiler on the exposi 
tion held by the Society of Mexicar 


(continued on page $4) 
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America’s great periodicals 
are machine-set 
by the... 


M O N O type system 


because: 


It is the only machine typesetting system that provides typographic 










fligk Fidelity 


superiority, high production speed, low production and correction 


costs, “height-to-paper” accuracy for forms and electros, choice of 





type faces, and quality of printed results demanded by the maga- 


zine standards of today. 


There you have it, Mr. Printer! These periodicals are 





only a few of the publications dedicated to the 

Monotype* System. Note that they employ letter-press, 
Better Homes lithography, rotogravure; print on coated, calendered 

ry and antique stock; vary in size, shape, ink 
. aid specifications and length of run. 

> 


But note the one big fact they have 
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in common: 


Each magazine is machine-set by Monotype! 








\tlantic 





Mr. Printer, these are the reasons that apply as much 
to you as to all these famous periodicals. But, even 
more important to the commercial printer, with 
Monotype you can handle any kind of typesetting 
job that comes along . . . bid successfully on 
more jobs . . . produce at a greater profit 


all of the jobs you set. 
KEYBOARD COMPOSITION CASTER ’ 


This advertisement is set in Monotype 20th Century and Bodoni Series 


MONDO type LANSTON MONOTYPE MACHINE COMPANY 


24th & Locust Sts., Philadelphia 3, Pa. I LANSTON MONOTYPE MACHINE COMPANY 








as BRANCH OFFICES 24th & LOCUST STS., PHILA. 3, PA. 

MATERIAL MAKER GIANT CASTER ATLANTA—57 Forsythe Street Yes, I would like to hear more about how I can 

BOSTON—80 Federal Street increase my profits with the Monotype System. 
] CHICAGO— 216 West Jackson Boulevard USER [7] NON-USER [_] AD-6-56 

DENVER—A. E. Heinsohn Printing Machinery & Supplies ; 
NEW YORK—441 Lexington Avenue | 
SAN FRANCISCO—115 New Montgomery Street COMPANY...... 
CANADA—Monotype Company of Canada, Ltd., ADDRESS....... 7 bate eee) eee 


77 York Street, Toronto 1, Ontario 
BRAZIL—Companhia Lanston Do Brazil, S.A. Rio de Janeiro ; eee 
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SPECIALISTS IN VISUAL SELLING 


IN ADVERTISING 
ILLUSTRATION 


Ye 


IN TY COMMERCIALS 


a 


IN MOTION PICTURES 
AND SOUND SLIDE FILMS 


| SAR 


ALWAYS SHOOTS TO SELL 















NEW YORK CHICAGO 


200 East 56th Street 16 East Ontario Street 





PAUL 
480 Lex 
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At Directic 























PAUL WING STUDIO Client: Coca-Cola 


Agency: McCann-Erickson Inc. 
480 Lexington Ave., New York PL 3-9095 AD: Bert Emmert 
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ADVERTISING ART 


AMSTER YARD, 211 EAST 49th STREET, NEW YORK 


PLAZA 1-0095 
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your 


fortune 


through FRANK BOWLING agency, specialist in the placement of art personnel 






good 





18 east 41st street, new york 17,n.y. LExington 2-O0038 





ESTELLE MANDEL « co. 


el OE ee eee eee ee Meets Ts 


46 EAST 80 STREET, NEW YORK 21 + REGENT 7-5062 











A renting Ideas 
Die-cut gimmicks 
Dummies, layouts 
Booklets, folders- 


* ASK FOR 
SAMPLES 





DESIGNER 


331 MADISON AVENUE 
NEW YORK 17, N. Y. 





FASHION ILLUSTRATIONS © 


DAN C. MILLER © 





what’s new 
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Architects is available from La Socied 
de Arquitectos Mexicanos, Casa I 
Architecto Ave., Veracruz 24, Mexi 
D. F. The catalog, “La Teoria Basi ; 
del Estructuralismo,” shows color char’ s, 
designs, prints, and examples of appli: 
design. In Spanish, the booklet al 
offers an English explanation of a1:- 
work reproduced. 


—_— 


— 


~ 


COMPOSITES AND SILHOUETTES. This is the 
title of a fifth brochure in the Estelle 
Friedman series on color transparency 
retouching. Technique and usefulness 
are described. For copies write Estelle 
Friedman Associates, 141 E. 45 St., New 
York 17, N. Y. 


CARTOON EXHIBIT; Duke Schilling of 
Kennedy Associates, Inc., 141 E. 44 
Street, N. Y. C. announces the avail- 
ability of a cartoon exhibit covering 
many styles of drawing by the country’s 
leading cartoonists. 


GILBERT SUTTON SPECIMEN SHEETS. Gilbert 
Sutton, Inc. is distributing specimen 
sheets of the work of their artists. Each 
sheet reproduces a variety of samples 
of the artist’s work, plus a short run- 
down on that particular artist’s spe- 
cialty. Available from Gilbert Sutton, 
Inc., 370 Lexington Ave., New York 17. 
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SEE AD ON PAGE 2 











Cover designer 
Bob Gage designed the visual symbol {or 
the 35th exhibition of the New York Art 
Directors Club and their first National 
Visual Communications Conference. F is 
cover for this issue of Art Directica, 
which reproduces all the Medal and C: r- 
tificate of Distinctive Merit winners n 
the New York show, incorporates t \¢ 
shows “eye” symbol. Bob is AD and \P 
at Doyle, Dane, Bernbach. He’s be n 
with the agency since it opened its doc rs 
6 years ago and he’s won more than a 
barrelfull of awards for such ads as Ol! r- 
bach’s, Levy’s bread, Max Factor, Bu <- 
ton, Chemstrand Corp., among others. 
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Advertising Typographers 
Association of America, Inc. 








AKRON, O. 
The Akron Typesetting Co. 


ALBANY, N. Y. 
Composition Corporation 


ATLANTA, GA. 
Higgins-McArthur Company 


BALTIMORE, MD. 

The Maran Printing Co. 
BOSTON, MASS. 

The Berkeley Press 

Machine Composition Co. 
H. McMennamin 
BUFFALO, N. Y. 

Axel Edw. Sahlin Typographic Service 
CHICAGO, ILL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 
CINCINNATI, O. 

The J. W. Ford Company 
CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 


DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, O. 

Dayton Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 
Arnold-Powers, Inc. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 


INDIANAPOLIS, IND. 
The Typographic Service Co., Inc. 


KALAMAZOO, MICH. 
Claire J. Mahoney 


MILWAUKEE, WIS. 
Arrow Press 


MINNEAPOLIS, MINN. 
Duragraph, Inc. 


NEW YORK, N. Y. 

Ad Service Company 
Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Empire State Craftsmen, Inc. 
Graphic Arts Teague, Inc. 
Huxley House 

Imperial Ad Service 

King Typographic Service Corp. 
Basan Typographers, Inc. 
Master Typo Company 

Chris F. Olsen 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic Craftsmen, Inc. 
The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 

NEWARK, N. J. 

Barton Press 

William Patrick Co., Inc. 
PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co. 
Typographic Service, Inc. 
PORTLAND, ORE. 

Paul O. Giesey Typographer 

ST. LOUIS, MO. 

Warwick Typographers, Inc. 
SEATTLE, WASH. 

The Deers Press 

Frank McCaffrey’s 

SYRACUSE, N. Y. 

Syracuse Typesetting Co., Inc. 
TORONTO, CANADA 

Cooper & Beatty Limited 





An A.T.A. member 

is completely trustworthy 

and enjoys the confidence of 

his clients. This close 

working arrangement plus 

his craftsmanship and sound 
business methods is producing the 
best advertising in publications 


and newspapers today. 


For further information 
contact the member nearest you or 


Advertising Typographers Association 


of America, Ine. 


Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY 1, GLENN C. COMPTON, Executive Secretary 
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GY 
bie Columbia 


the gem of two continents 











AMERICA AND EUROPE greet the new Columbia! 

For the first time, leading graphic designers of both continents 
are in accord on a new type design, and for good reason. For 
here is a “first time” face ... a universal face as lacking in local 
prejudice as Bodoni or Garamond, and equally timeless. 
Columbia was designed by Walter H. McKay of New York, in 
close cooperation with century-old Typefoundry Amsterdam of 
the Netherlands. All of their rich experience has gone into 
this design. Here, for sure, is a face with background, balanced 
yet modern, poised for today, and anticipating the yzars to come. 
Ask for specimen. Intertype matrices will soon be available in 
sizes 6, 8, 9, 10, 11 and 12 point. 
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TYPES AND GRAPHIC EQUIPMENT INC. 
268 Fourth Avenue, New York 10, N.Y. - SPring 7-4980 


Printed by offset lithography 
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Left: Columbia in sizes 6, 8, 


10, 12, 18, 24 small, 24 large. 
30, 36, 48 and 60 point. 


Below : Columbia Italic in 
sizes 6, 8, 10, 12 18, 24 small, 
24 large, 30, 36 point. 
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Left: Columbia Bold in sizes 
6, 8, 10, 12, 18, 24 small, 24 
large, 30, 36, 48, 60 and 

72 point. 


Above: Columbia Bold Italic 
in sizes 6, 8, 10, 12, 18, 

24 small, 24 large, 30, 36, 
48 and 60 point. 
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Peirce Johnson 
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Peirce Johnson, a 
founder and early 
esident of the Art Directors Club of 


New York, died of a heart attack. He 
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is a founder of the Art Center, elected 
esident of the AD club in 1926, and 
tive in many activities of the organi- 
tion. In 1954 he was chairman of the 
\visory board of the club. He was a 
ember of a committee which wrote 
e first Code of Ethics and Standards 
practice for the industry. Before his 
ath, he had completed an outline of 
e history of the New York club. This 
ll be included in “Art Directing, The 
‘chniques of Visual Communication 
d Selling,” to be published this fall 
Hasting House. He had been art 
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director for J. Walter Thompson, 
Ralph Jones Advertising, Monroe 
Dreher. He worked as free lance AD 


until his death. 


1956 advertising conference 
at University of Michigan 


Advertising to the American Taste was 
the theme of the 1956 advertising con- 
ference held at the Ann Arbor campus 
of the University of Michigan during 
April. Psychological elements influenc- 
ing the effectiveness of advertising was 
the main theme discussed at the several 
meetings. An exhibition of advertising 
design was held in conjunction with the 
conference. The Detroit AD club co- 
operated in this program. 


LA club honors 
Edward Steichen 


The Los Angeles Art Directors club is 
presenting a citation of merit to Ed- 
ward Steichen, photographer, artist, 
plant breeder, at the June meeting. This 
is a special award to honor an indivi- 
dual in another area of the arts outside 
of the advertising business. The award 
was proposed by LA club president 
Henninger as a way to gain greater rec- 
ognition of the purpose and activities 
of the club. Club members voted on 
the selection from among a group of 
five leaders in music, art and films. 
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Patterson names Trezza Tony Trezza 

has joined 
Patterson Productions as AD. For the 
past 5 years he was AD at James Lees 


Co. He has won numerous awards for 
direct mail pieces and displays as well 
as an award for the “Best Annual Re- 
port.” Before joining Lees Mr. Trezza 
freelanced and was an artist for Lamb- 
din Associates. He studied at the Mu- 
seum School of Art and the Academy 
of Fine Arts as well as at Alfred Uni- 
versity. He is a member of the Art Direc- 
tors Club of Philadelphia and_ the 
NSAD. 












Baltimore: New practice is holding two- 
man shows at meetings Recent 
speakers at meetings included Mel Rich- 
man of Mel Richman Studios; Dr. Ja- 
cob Rosenbert, curator of prints and 
professor of fine arts, Fogg museum, 
Harvard exhibits were: 
Ethiopian art, Cyrus T. 
Brady, print acquisitions, a showing of 
the Baltimore museum recent purchases 
of graphic art—this exhibition lasts 
through June . Walter Pearthree of 
Commercial Artists appeared in Shaw's 
“Doctors Dilemma,” at the Vagabond 
\rena theater . . . Some Baltimore ADs 
went to Washington to help judge 
that city’s AD show. Local judges were 
George Fondersmith, Randall Shaull, 
Ted Ziesmer, Don Simpson and Alex 
Nagy - Tom Ruzika of Katz agency 
leaving here for New York and the 
NY branch of the agency. 


recent 
shown by 


Chicago: New members include Charles 
Aste, Henri Hurst & McDonald; Doug 
Baxter, N. W. Ayer & Son; Troy Cum- 
mings, US Savings & Loan League; 
James Ferguson, 53 W. Jackson Blvd.; 
Nick J. Frigo, John Plain & Co.; Frank 
Johnson, Needham, Louis & Brorby; 
Paul W. Kamman, Needham, Louis & 
Brorby; Jack Kanter, North Advertising; 
Charles MacMurray, Stephens, Biondi 
DeCicco; Harold R. Olsen, McGraw-Hill 
Publishing; Milton G. Peterson, Adver- 
tising; George Earl Robertson, Commu- 
nity Fund; Carson Trenor, Morton Salt 
Co.; John Wallington, J. Walter Thomp- 
son; Russell Wilkinson, National Dairy 
Council; John H. Willmarth, Earle 
Ludgin & Co. 


Montreal: William Hodapp addressed the 
52nd general meeting. A TV expert, he 


spoke on “Art for Television.” . . . Art 
Students’ Forum begins October. At 
meetings, four members will answer 


students’ questions. Club is mailing a 
list of fields of commercial art—members 
are to return this with a checkoff on 
their most proficient field. In this way, 
the club will choose the four speakers 
for students’ evenings... Exhibition jury 
for the 1956 show includes ADs Margaret 
Kirlin, Bill Stevens, Harry Croucher, 
Robert Langstadt, David Feist and asso- 
ciate members Frank Lipari, Lorne Bou- 
chard and Pat DiMaulo. 


Rochester: William R. Duffy, senior TV 
\D at McCann-Erickson, addressed the 
club, speaking on the importance of art 
dlirection in television . . . Guest speak- 
crs at other meetings included Jack 
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Randell and Robert Lavin of Charles 
E. Cooper. 


New York: Club held a children’s exhibi- 
tion and “Circus show” at Madison 
Square Garden... Designer Erik 
Nitsche heads creative credits on the 
35th Annual of Advertising Art. Work- 
ing with him are 22 ADs, members of 
the committee of the g5th Annual, 
headed by Jack Skolnick. Book should 
appear in November ... Jack Leonard 
had his watercolors and oils on show at 
the National Sports Show . . . William 
Oberhardt received a citation for sculp- 
ture from the American Artists Profes- 
sional League for his “Portrait in 
Bronze” included at the annual exhibi- 
tion of the National Academy of Design 

Club meeting speakers included 
P. K. Thomajan, who discussed gim- 
micks—tricks and premiums in promo- 
tional pieces and point-of-sale material 

Lyman Bringham, executive secre- 
tary of the US Olympic committee, re- 
ported on the recent Winter Olympics 

Col. L. H. Frohman, who took a 
30,000-mile NATO trip to Europe, il- 
lustrated his talk on stereo color pho- 
tography and projection with 3D stereos 
on his trip . . . Travelers to Europe in- 


cluded Ken Sneider, Bill Longyear, 
William Oberhardt, Bernard Brussel- 
Smith. 





The Towle Touch 


B/W shows sterling 


Effective use of b/w is employed by the 
Towle Silversmiths in this page ad for 
consuiner magazines. Four pieces illus- 
trate four silver patterns. Reverse line 
art for background points up sterling’s 
peculiar quality, is eye-catching. Agency: 


Cunningham & Walsh. AD: Alan Sol 
way. Photography: Ben Rose. Fine a 
Joan Blum. 



















Hans Looser, Swiss 
artist, tells us the 
world is crazy 
about Volkswagen, with his top-hatted, 
bow-tied world above a glowing heart. 
Only copy says “In love with the Volks 
wagen.” Unusual treatment of auto art 
doesn’t, however, miss picturing the ac 
tual car. Although this art was produced 
and planned at the Volkswagenwerk at 
Wolfsburg, Germany, in the future US 
advertising will be handled by Col 
Fischer & Rogo with Donald Burgess a 
AD. They have already done some smal 
pieces for newspapers and are now i! 
the planning stage for taking over al 
advertising. 


Picture story for 
Volkswagen autos 


Henry Luce honored 


The National Art Materials Trade ass« 
ciation has awarded its Annual Ar 
Award to Henry R. Luce, publisher « 
Time, Life and Fortune magazines fc 
his outstanding influence in making a! 
a living part of American life. Th 
award, presented at a banquet of th 
association at the Statler hotel in Ney 
York, climaxing a four-day conventio 
of art material dealers and manufactu 
ers, was accepted by Edward K. Thom} 
son, managing editor of Life, und 
whose direction many of the art articl 
have been prepared and printed. 
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Wiliam A. Smith named William A. 


Smith, a 
member of 
the National Academy of Design, suc- 
ceeds Frederic Whitaker as president of 
the American Watercolor Society. Smith, 
the youngest man to be elected to this 
office, is the organization’s 15th presi- 
dent. He has twice been awarded the 
society’s silver medal of honor for his 
watercolors. He is also well known for 
his oils and lithographs. 


A\VS president 





— 
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Message integrated Life Savers 4- 
with art color page ad in- 

corporated the 
copy as part of art. 


Coy reads: after eating... drinking. . . 
smoking . .. America’s favorite breath- 
tak or... Still only 5¢. This is pencilled 


on tablecloth. and fits in naturally with 
color photograph of full-course dinner. 
Ey follows natural curve of setting— 
fro n appetizers to steak to cigaret and 
pr duct, prominent on white back- 
grind and pointed out by gold pencil. 
a. M. Anthony, executive art super- 
vis r for Young & Rubicam. Photogra- 
ph r, George Lazarnick. 
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Annual reports go human 


Trend of annual reports grows in human in- 
terest, using color, photographs, art and design, 
all chosen with the human interest theme in 
mind. Typical of this trend are the five shown 
here. 

Nekoosa-Edwards Paper Co., Port Edwards, 
Wisc., uses photographs of personnel, both exe- 
cutives and mill workers, liberally. Pictures of 
plant operations, the sales staff, shareholders and 
social activities are by far the greatest part of 
this concise report which prints charts and finan- 
cial reports in color. Cover is lithographed, 4- 
color, and text is lithographed in 2-color. Cramer- 
Krasselt Co., Milwaukee, is the agency. 

Burroughs Corporation follows the trend with 
a 2-color book featuring photos of plants, per- 
sonnel, and some equipment in action. Camp- 
bell-Ewald, Detroit, is the agency. 

Sun Oil Co.’s book and cover uses 4-color and 
b/w photographs of plants, equipment, and 
personnel. Stories of the company’s expansion 
are liberally illustrated. Most of the 4-color half- 
tones used were prepared as offset conversions 
from letterpress plates originally made for use 
in institutional ads in the Saturday Evening Post. 
Thus, cost came to little more than b/w _half- 
tones of comparable size. Edwin C. Kepler of 
Sun’s public relations staff wrote copy and co- 
ordinated the preparation of the report. Milt 
Dubins, free lancer, designed it. William M. 
Rhodes, staff photographer, did a front cover 
aerial picture. Typographic Service cast text in 
Monotype. Edward Stern and Co. printed the 
book on a 4-color, 76-inch Miehle press. 

Bell & Howell's cover photographed an ab- 
stract idea—Arthur Siegel, Chicago photographer, 
used a photogram to suggest the company’s new 
theme, “Finer Products Through Imagination.” 
Interestingly shaped objects, in mechanical de- 
sign, are used in the 2-color cover. Swan Studios, 
Chicago, adapted the photogram to the cover 
and design of the interior pages. Corinne Gort, 
Bell & Howell AD, directed this operation. 
Veritone, Inc., Chicago, were the printers. 

Metropolitan Life Insurance used color spots 
on each page to illustrate main points pictorially 
and editorially. These were done by David Shaw 
for Young and Rubicam. AD Anthony Cappo- 
dona did the layout and Wedvick Studio did 
the graphs and mechanicals. Printers were Peter 
Mallon. 

Increasing emphasis on visual appearance of 
annual reports regulates growing desire of more 
companies to use the report to build favorable 
attitudes toward the company as well as to tell 
the financial story. 
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4 ways to perk up meals with rich brown gravy 





Everybody’s pouring Seemingly the 

; only action 
shot possible with food is showing it 
being poured—as witness these four 
examples, taken at random but repre- 
sentative of what its being done right 
now. Each product here uses same 
theme of product in use, plus picture 
of package, and one, Franco-American 
Beef Gravy, also uses three spots to il- 


ee ed 





WESTERN LIMA BAKE 


t + t-4 
44 r 


tu 


lustrate more ways to use the product. 
All ADs concurred in, stressing “appe- 
tite appeal,” reason for close-up photo- 
graphy of food being poured. 

Hunt’s Tomato Sauce: agency, Young 
& Rubicam, Los Angeles; AD, Bob 
Tompkins, photographer, Tom Kelley, 
writer, Jo Hartley. D-Zerta Puddings: 
agency, Young & Rubicam, New York; 
AD, Arthur Harris, photographer, Ben 











Perfect Rice Without Cooking! 


em 
MINUTE 
RICE 


Bs 


Rose, copywriter, Edith Hauber. Franco 
American Beef Gravy: agency, Ogilvy, 
Benson & Mather; AD, Rollin C. Smith, 
Jr... photographer, Charles  Kerlee, 
menus by Campbell’s home economists 
Minute Rice: agency, Young & Rubi- 
cam, AD, Carl Lins, layout, Carl Lins; 
photographer, Irving Penn; engraver, 
Sterling. 











Hy Farber Designs West Coast designer Hy Farber was commissioned by Coast 


Federal Savings and Loan Association to execute the design 
for painted 50-ft. bulletins and traveling display bus cards with 
which the firm announced the opening of a new branch in the San Fernando 
valley. The company reported unusually strong response from these two media. 
Impact of the design came from Farber’s use of dynamic form to give the feeling 
of “Entrance into the Valley,” as well as his selection of colors, including metallic 
silver and Day-glo red. 


painted bulletin 


phragm is changed to match the light 
level of the reference lamp which in- 
sures proper film exposure. 


New camera emulates human eye 


The U.S. Air Force has announced a 
new type of target analysis “gun cam- 
era,” which is like the iris of the human 
eye in that it automatically compensates 
for changes in light conditions. It is 
called the KB-5. Fairchild Camera and 
Instrument Corp. of Syosset, N. Y. de- 
signed and engineered the instrument. 
In this motion picture camera the actual 


University of Illinois 
surveying art-design field 


The University of Illinois at Urbana, 
Ill., as part of the Society of Typographic 
Arts Allerton Design Conference in May, 
instituted a comprehensive survey on 


illumination received 
ture taking lens can 
times a second with 
from a reference lamp 


through the pic- 
be compared 64 
the illumination 
inside the camera. 


people in art and design. The survey 
will be used to establish a profile of 
people in the field and to analyze the 


If there is a difference, the lens dia- profession. 
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Los Angeles clips 


In L. A., Bryan-Brandenburg, which 
had been owned by Foote, Cone & 
Belding, has been sold to George Schae- 
fer and Ralph Shepard. B-B_ thus 
merged with George C. Schaefer En- 
graving and will be known as Schaefer- 
Shepard, Inc., but will remain at the 
old B-B address: 232 E. 4th. Shepard, 
formerly B-B head, is vice president of 
the new firm and Schaefer is president 
. .. Clifford Bisch, advertising typog- 
rapher in Hollywood for 15 years, has 
now incorporated to become Bisc!i 
Type, Inc. Expansion includes new 
equipment and more floor space. Doug- 
las K. Bisch, son of Clifford, is secretar 
treasurer and Andrew L. Andersen, for- 
merly with Monsen and Adtype, is vic 
president and sales manager. . . A si> 
session study group on Music and tl 
Related Arts will be conducted at Wes 
side Jewish Community Center, 587 
W. Olympic Blvd. Sponsor is the mus 
and art committees of the center. D 
Anneliese Landau, music director’ « 
the center, and guest speakers, wi 
conduct the course. The first two s 
sions were led by Dr. Jules Heller « 
the USC department of fine arts, an 
Ed Biberman, local artist . . . Fifty-two « 
the nation’s leading illustrators wei 
represented at the second annual exhib 
tion of advertising art of Charles } 
(continued on page 104) 















































Top: Walls full and tables full of classified 
entries keep the judges hopping. From 
wall to right, George Krikorian, 

George Samerjan, Gordon Aymar, 

Lou Menna, Second row, against the wall, 
Vincent DiGiacomo, then Suren Ermoyan, 
Ralph Seberhagen, George Failes (back 

to you) and Jack Jamison. 


Middle: Here’s a winner, says Matt Basile, 
even though he has to reach high 
to pin his vote on it. 


Bottom: Yes? No? ... The thoughtful 
people are Jack Jamison, Alexey Brodovitch, 
and Lou Dorfeman. 


New York’‘s 35th considers the objectives... 


When the jury convened to select pieces 
for the 35th annual exhibition of adver- 
tising and editorial art and design spon- 
sored by the Art Directors Club of New 
York, its members were charged to con- 
sider entries “not on their esthetic as- 
pects alone but to consider the objec- 
tiveness and the object of each piece, be 
it in a design category or an art category 
—to consider the job required of a par- 
ticular advertisement—to consider the 
job a particular illustration was required 
to do and chosen to do, and to consider 
whether that job was in effect accom- 
plished by the designer, AD, or illus- 
trator.” 

Following the charge the jury plunged 
into a record 11,388 entries (there were 
10,419 last year). More than 500 pieces 
were chosen. 

We wish it were possible to add to our 
judging system consideration of reader- 
ship ratings and sales results. But in view 
of the tremendous undertaking facing 
the jury this was too much to ask. How- 
ever we feel the charge was soundly 
made and faithfully followed. The 
judges (all were ADs) represent a cross- 
section of the best men in the AD pro- 
fession. They are all well-versed in good 
advertising and have put together a 
show that makes good viewing and rep- 
resents sound advertising in addition to 
being inspirational. 

Some changes were made this year. 
Newspaper ads now have separate cate- 
gories for b/w and color. There is a new 
category separating poster art from de- 
sign of complete unit consideration. And 
the show has been moved from a multi- 
week affair at an art gallery to a concen- 
trated one-week run at the Waldorf- 
Astoria where it should be readily acces- 
sible to advertising and business men 
interested in it. Also, the g5th is run 
concurrently with the first National Vis- 
ual Communications Conference, spon- 
sored by the ADC. 

Judges for print material were Gordon 
Aymar, Arthur Blomquist, Bob Bode, 
Alexey Brodovitch, Vincent DiGiacomo, 
Lou Dorfsman, Frank Eltonhead, Suren 
Ermoyan, Gene Federico, Bob Gage, Bill 
Irwin, Jack Jamison, George Krikorian, 
Herbert Matter, George Samerjan, and 
Melcon Tashian. 

TV judges were Grover Cole, Lou 
Dorfsman, Mike Elliott, Bob Gage, Art 
Kane, Abe Liss, Edward Mahoney, Chad 
Rotakopf, George Samerjan, William 
Van Praag, and Bradbury Thompson. 

On the following pages are all the 
Medal winning pieces and all the win- 
ners of the Certificate of Distinctive 
Merit. 


William Buckley, Chairman 
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29: Magazine ads, full page or more, 3 or more colors 
AD: Don Kubly 
Photographer: Irving Penn 
Agency: N. W. Ayer & Son, Inc. 
Advertiser: Plymouth, Chrysler Corp. 


Don Kubly. Winning a local poster contest in Califor- 
nia encouraged him to make a career in art. Studied 
at Art Center School before and after piloting a 
fighter-bomber in the Army Air Corps. With N. W. 
Ayer, he has worked on such accounts as Yardley, 
Sealtest ice cream, Hanes products, Hills Brothers 
Coffee, Champ Hats and is currently ADing for 
Plymouth cars. 








for the best 


32: Magazine ads, full page or more, 3 or more colors 
AD: Robert Wheeler 
Photographer/Design: Max Yavno 
Agency: Young & Rubicam, Inc., 

(Los Angeles) 
Advertiser: Hunt Foods, Inc. 


Robert Wheeler. He’s been around. Tennessee born, 
Texas raised, freelanced in Chicago and New York, 
worked with an agency in Milwaukee, he’s been with 
Young & Rubicam since 1940, now with the Los 
Angeles office. Nominated for NSAD award in 1958, 
has won awards from Los Angeles AD show, Chicago 
Outdoor Show, and United Nations International 
Poster Competition. 











44: Magazine ads, full page or more, b/w 
AD: Edward Rostock 
Photographer: Don Mack 
Art: Mary Suzuki 
Agency: Irving Serwer Adv., Inc. 
Advertiser: I. Miller & Son 


Edward Rostock. AD and vice president in charge of 
creative activities, Ashe & Engelmore Advertising. 
Currently subject of an article in Gebrauchsgraphik, 
he’s had four pieces in AIGA’s 50 Best Ads shows 
and won two previous medals and an award in ADC 
shows. Is equally adept at fashion ads and nuts and 
bolts copy. 
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CELEBRATION 


67: Newspaper ads, over 300 lines, color 
AD: Arnold Varga 
Art: Arnold M. Varga 
Advertiser: Cox’s, Inc. (McKeesport, Pa.) 


Arnold Varga. A native Pennsylvanian, Arnold Varga 
studied sculpture at Carnegie Tech and became a 
department store AD when 23. Now AD for a Pitts- 
burgh agency, he designs and directs consumer ad- 
vertising material. Has won awards in Cleveland, 
Chicago, and New York ADC shows and this year 
one of his pieces was among the AIGA 50 Best Ads 
of the Year and a poster won a first award in AIGA 
competition. 

















1™ PHOENIX *SO* TUCSON 76" MEXICO CITY 87” 
WEW YORK 24" SAN DIEGO "86" 


AMERICAN AIRLINES 





79: Newspaper ads, over 300 lines, b/w 
AD: Suren Ermoyan 
Art: Saul Steinberg 
Photographer: Louis Faurer 
Agency: Lennen & Newell, Inc. 
Advertiser: American Airlines 


Suren Ermoyan. Vice President and Visual Director at 
Lennen & Newell, New York, he was formerly AD 
at Kudner, Compton, Ruthrauff & Ryan agencies and 
Cosmopolitan, Town & Country and Good Housekeep- 
ing magazines. A lecturer and teacher, his awards 
include 27 medals and certificates of Distinctive 
Merit from the Art Directors Clubs of New York 
and Philadelphia and the AIGA. 


p. 
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85: Newspaper ads, over 300 lines, b/w 
AD: Helmut Krone 
Art: Marc Bomse 
Agency: Doyle Dane Bernbach 
Advertiser: New Haven Railroad 


Helmut Krone. Studied at School of Industrial Art in 
New York, and at the New School. First professional 
assignment was designing promotional material for 
Esquire. Has AD’d with several agencies and has 
freelanced. Several years ago made his present con- 
nection with Doyle Dane Bernbach where he has been 
responsible for many outstanding campaigns. 
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Be sure to read & 


“DO-IT-YOURSELF” 


See Section 2 Sunday 


100: Newspaper ads, 300 lines or less 
AD: Louis Silverstein, Bill Sokol 
Art/Design: Bill Sokol 
Advertiser: N. Y. Times 


Lovis Silverstein. Studied at Pratt Institute and the 
Institute of Design in Chicago. Was Associate AD, 
U.S. State Department Publications Branch. Joined 
New York Times in 1952 and has been their promo- 
tion AD since November 1953. Member of American 
Artists. 


Bill Sokol. Born in Warsaw, Poland, in 1923, he came 
to the United States in 1930. At 16 started working 
for an art studio and thence to ad agencies, engrav- 
ing, publishing and printing concerns. Painted and 
AD’d in Montreal briefly after the war, then to N. Y. 
and Look and Esquire magazines before joining New 
York Times Promotion Art Department in 1951. 
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107: Trade periodical ads, full page or more, 
3 or more colors 
AD: Harry Zelenko 
Art/Design: Harry Zelenko 
Agency: William Douglas McAdams, Ince. 
Advertiser: Charles Pfizer 


Harry Zelenko. In business with Marion Zelenko for 
the past year. Before that he spent about 5 years as 
Associate AD at William Douglas McAdams and was 
also with Sudler & Hennessey, Monogram Art Stu- 
dios. Studied at High School of Music and Art, Art 
Students League, NYU, and Pratt. 


s 
a. » 




















110: Trade periodical ads, full page or more, 2 colors 
AD: Lou Dorfsman 
Art: Len Golomb 
Photographer: Lou Dorfsman 
Advertiser: CBS Radio 


Lovis Dorfsman. Attended Cooper Union Art School 
and designed exhibits and displays for the New York 
World’s Fair. Joined CBS in 1946, where he is now 
Co-Director of Advertising and Sales Promotion for 
CBS-Radio as well as AD. Won four previous ADC 
medals. Designed 1955 AIGA exhibits and was chair- 
man of 1956 AIGA Printing for Commerce and 50 
Best Ads of the Year exhibit. 
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116: Trade periodical ads, full page or more, b/w 
AD: Herb Lubalin 
Photographer: Carl Fischer 
Agency: Sudler & Hennessey 
Advertiser: Sudler & Hennessey 


Herb Lubalin. Executive AD at Sudler & Hennessey, 
he came to S&H in 1948 from Reis Advertising. Prior 
to that Herb had AD’d for Men’s Wear magazine, 
Deutsch & Shea agency, and had freelanced. He 
graduated Cooper Union in 1989. 











130: Booklet, direct mail, 3 or more colors 
AD/ Art:: Feliks Topolski 
Publication: Topolski’s Chronicle (London) 
Publisher: Topolski’s Chronicles Ltd. 


Faliks Topolski. Polish born (1907) he was a political 
cartoonist in Poland, then moved to London in 1985. 
He publishes a fortnightly record known as “Topol- 
ski’s Chronicle”, an 18 x 11% inch sheet printed on 
brown butcher paper. 











Inside America’s happiest dogs! 
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137: Posters, 24-sheet 
AD: Bob Skinder 
Art: Brent Carpenter 
Agency: Needham, Louis & Brorby 
(Chicago) 
Advertiser: Ken-L-Ration Dog Food Co. 


Robert Lewis Skinder. Chicago born, Bob Skinder 
studied at the Art Institute, the Harrison Commercial 
Art Institute, and the Institute of Design, all in 
Chicago. Apprenticed with a freelance artist, worked 
at an engraving house and an art studio. Freelanced 
a year after the war then joined Leo Burnett Co. as 
AD. Has been with Needham, Louis & Brorby for 
past three years as AD on Quaker Oats and other 
national accounts. 
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149: Posters, any size other than 24-sheet 
AD/Design: Howard Wilcox 
Photographer/Design: Howard Zieff 
Agency: Cunningham & Walsh 
Advertiser: N. Y. Daily News 


Howard Wilcox. AD at Cunningham & Walsh on the 
Daily News account. Started career as a sign painter 
when 16. Graduated Rhode Island School of Design 
in 1930. Did freelance design and was a lettering 
artist. In 1936 joined T. J. Maloney as AD. Moved to 
Newell-Emmett (now Cunningham & Walsh) in 1942. 
Won poster awards in Chicago ADC shows in 1954 
& 1955. 


Howard Zieft. Studied art at Art Center School in 
L. A. after his discharge from the Navy, where he 
did motion picture work on training films. Headed 
still and motion picture department of KLAC-TV, 
then came to New York in 1950. Has had his own 
studio for past five years and won numerous ADC 
and AIGA awards. Does ad and editorial work, mag- 
azine work being mostly personalities. 































171: Point of Sale, record album covers 
AD: Burt Goldblatt 
Art: Burt Goldblatt 
Advertiser: Bethlehem Record Co. 


Burt Goldblatt. A freelance AD, designer and photog- 
rapher, he is 31, Boston born and bred — Massachu- 
setts School of Art, Museum of Fine Arts (Boston) 
and Harvard. ADs Metronome magazine, designed 
over 700 record album covers, book jackets, and mag- 
azine covers, and does design and photography for 
industry. Works are in permanent collection, graphic 
arts division, Princeton University. 






























179: Editorial spread, 3 or more colors 
AD: Henry Wolf 
Photographer: Dan Wynn 
Publication: Esquire 
Publisher: Esquire, Inc. 


Henry Wolf. AD of Esquire magazine for past four 
years. Born in Vienna, studied art in Paris. Came to 
U.S. in 1941. Studied design, photography, typog- 
raphy. Was AD of U.S. Department of State in 1951. 
Teaches design at Cooper Union and was 1956 chair- 
man of the AIGA Magazine Clinic series. 




















184: Editorial spread, 2-colors or b/w 
AD: Bert Stern 
Photographer: Bert Stern 
Publication: Fashion & Travel 
Publisher: Norman K. Winston 










Bert Stern. 26 years old, Bert started in photography 
in 1958. Has had no formal training in art or pho- 
tography, his experience has been with magazine art 
departments. He was an AD at 19, worked with 
Herschel Bramson on Flair in 1951. Is now editorial 
director of Fashion & Travel magazine for which he 
does much design and photography. 
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199: Editorial section, 3 or more colors 
AD: Charles Tudor 
Art: Saul Steinberg 
Publication: Life 
Publisher: Time, Inc. 


Charles Tudor. AD of Life magazine. Except for two- 
year spell with the newspaper PM, has been with 
Life since its start in 1936. Attended Baldwin-Wallace 
College and Cleveland Art School. Started on the 
Cleveland Press, then to the New York World Tele- 
gram. Contributing artist to The New Yorker and 
Town & Country, designer of The Lamp (Standard 
Oil Co. of New Jersey) and several picture books. 











The Paths 
Whitman 
Walked 


Poet's ‘Leaves of Grass 
has its 100th anniversary 






209: Editorial section, 2-colors or b/w 
AD: Bernard Quint 
Photographer: Kosti Ruohamaa 
Publication: Life 
Publisher: Time, Inc. 








Bernard Quint. Associate AD of Life, has been with 
the magazine for 15 years. Previously worked in ad 
agencies and with French graphic artist Jean Carlu. 
Studied at NYU, Art Students League, Brooklyn 
Museum Art School. Is co-author of two books, “Since 
Stalin —”, a picture history of Communism, and with 
John Gunther of “Days To Remember — America 
1945-1955”, to be published this Fall. 
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213: Magazine covers, general or mass 
AD: Alexey Brodovitch 
Photographer: Richard Avedon 
Publication: Harper’s Bazaar 
Publisher: Hearst Corp. 


Alexey Brodovitch. AD of Harper’s Bazaar and Junior 
Bazaar, he also designs advertising, products and 
packages. Formerly head of Design Laboratory, 
Pennsylvania Museum School of Industrial Art. 
Teaches Graphic Journalism at New School, is art 
critic at Yale School of Design. Previous awards from 
AIGA, and international design shows on furniture 
and lamps. 
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228: Institutional, company magazines and house organs 
AD: Leon Friend 
Publication: Cargoes 
Publisher: Abraham Lincoln High School 
(Brooklyn) 


Abraham Lincoln High School: Typical of New York 
City high schools with a 3600 student body, this 
school has produced many top notch artists and de- 
signers. “Cargoes” is the school’s literary-art publi- 
cation. Among those contributing to this 25th anni- 
versary edition were Leon Friend, Alex Steinweiss, 
Nat Super, Seymour Robins, Gene Federico, Lester 
Feldman William Taubin Ernest Costa, William 
Backalenick, Herman Letterman, Sol Ehrlich, and 
James Fisher. 














244: Institutional, direct mail announcement cards 
AD: Al Sherman 
Art: Al Sherman 
Photographer: Edstan Studios 


Al Sherman. Associate AD, National Broadcasting 
Co., in advertising and promotion. Al got his BS at 
Chicago’s Institute of Design. He taught drawing 
and design at the University of Wisconsin, AD’d and 
designed in Chicago and Los Angeles until 1958. 


























246: Magazine ad art, 3 or more colors, 
product illustration 
AD: Paul E. Newman 
Photographer: Charles Kerlee 
Agency: Kudner Agency, Inc. 
Advertiser: Frigidaire, 
General Motors Corp. 


Paul Newman. Spent his 35 years in the advertising 
business with J. M. Bundscho, N. W. Ayer, Erwin 
Wasey, Newell-Emmett, and headed up his own 
agency for two years before joining Kudner Agency. 


Charles E. Kerlee. Now conducts a photo studio in New 
York City, his first commercial studio opened in Los 
Angeles in 1935. Had studied at University of Cali- 
fornia and at USC. Worked with lab and camera 
departments at MGM and special effects at RKO and 
at Technicolor. Studied, then taught at Art Center 
School. Authored “Pictures with a Purpose.” 
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266: Magazine ad art, 3 or more colors, 
product illustration 
AD: Carl Lins 
Photographer: Irving Penn 
Agency: Young & Rubicam 
Advertiser: Jello, General Foods Corp. 


Carl Lins of Young & Rubicam, Inc., followed a years 
schooling at Art Students League with six years at 
N. W. Ayer, then 31 at Y&R. He has worked on a 
variety of products but in recent years has done 
mostly food ads, largely for General Foods. He also 
paints water colors and oils and invents games and 
toys. 


Irving Penn was born in New Jersey 39 years ago. 
Before becoming a photographer, he was AD of a de- 
partment store and of a small magazine, and painter 
for one year. In 1948 Vogue published his first photo- 
graphs. His work at present is about equally divided 
between editorial photographs for Vogue and adver- 
tising pictures for a distinguished and varied group 
of clients. 





























277: Magazine ad art, 3 or more colors, fashion 
or style illustration 
AD: Gene Federico 
Photographer: William Helburn 
Agency: Douglas D. Simon Adv., Inc. 
Advertiser: I. A. Wyner & Co., Ine. 





Gene Federico. Studied with Benrimo, Trafton and 
Bayer. then spent three years in advertising, four 
years plus in the Army Camouflage Corps, then to 
Abbott Kimball as AD, Following this were art direc- 
torships at Grey Advertising and Doyle Dane Bern- 
bach. Currently Gene is AD at Douglas D. Simon 
Advertising. 


William Helburn. A native New Yorker, Bill studied at 
Art Students League, was an Army Air Corps aerial 
photographer. Opened studio with Ted Croner after 
the war and three years later opened his own busi- 
ness. 
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280: Magazine ad art, 3 or more colors, 

general illustration 

AD: Paul Darrow 

Photographer: Irving Penn 

Agency: N. W. Ayer & Son 

Advertiser: De Beers Consolidated 

Mines, Ltd. 
Paul Darrow. N. W. Ayer AD and a fine artist, Mr. 
Darrow graduated De Pauw University and studied 
at the Chicago Art Institute. Before joining Ayer he 
was with Homer McKee and Henry, Hurst and 
McDonnell agencies in Chicago. Water colors were 
in 15 consecutive Art Institute shows and he had 
many one-man shows in Philadelphia. Has AD’d the 
DeBeers series since it began in 1939. Also AD’d 
Yardley, French Line and other campaigns. 


Irving Penn was born in New Jersey 39 years ago. 
Before becoming a photographer, he was AD of a de- 
partment store and of a small magazine, and painter 
for one year. In 1943 Vogue published his first photo- 
graphs. His work at present is about equally divided 
between editorial photographs for Vogue and adver- 
tising pictures for a distinguished and varied group 
of clients. 











Can vou spot the dellew-Breastee! Schweppes ? 





290: Magazine ad art, 3 or more colors, 
general illustration 
AD: William Binzen 
Photographer: Paul Radkai 
Agency: Ogilvy, Benson & Mather, Inc. 
Advertiser: Schweppes U.S.A. Ltd. 


Bill Binzen. AD at Ogilvy Benson & Mather. Studied 
at Art Students League and has won previous ADC 
and AIGA awards. Is also a contributing artist to 
Town & Country, Harpers Magazine, and Theater 
Arts. 


Paul Radkai. Born and raised in Budapest. Developed 
his interest in photography when he came to the 
United States, although he had originally planned to 
be an actor. Handled his first professional assign- 
ment 15 years ago and has done thousands since. 
Most enjoys working with actors and theater per- 
sonalities, which he has done often for Harpers 
Bazaar. 
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318: Magazine ad art, b/w, general illustration 
AD: Bernard Gilwit, Ted Sandler 
Photographer: Ben Zar 
Agency: Robert W. Orr & Associates 
Advertiser: Pan-American Coffee Bureau 


Bernard Gilwit. Has been AD with Doherty, Clifford, 
Steers & Shenfield; Kenyon & Eckhardt; Grey Ad- 
vertising and Robert W. Orr & Associates. Is pres- 
ently art consultant with Richard K. Manoff 
advertising. 


Ted Sandler. Boston born, studied with Lucian Bern- 
hardt. Was head AD at CBS 1936-40; AD with 
Blaker Advertising, Franklin Simon, Lennen & 
Newell and with Robert W. Orr from its inception in 
1947 to present. He is vice president in’ charge of the 
art department. Also does packaging, interior and 
furniture designing. 


Benjamin Zar. Currently a Master Sergeant (now 
stationed in Paris as a publicity photographer). Likes 
to photo people, professional models or otherwise. 
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331: Newspaper ad art, b/w, product illustration 
AD: Douglas P. MacIntosh 
Photographer: Warren Winstanley 
Agency: Campbell-Ewald (Detroit) 
Advertiser: Chevrolet, General Motors Corp. 


Doug Macintosh. Career started with a litho shop in 
Lansing, Michigan. In 1950 graduated Universit:, >f 
Michigan College of Architecture and D. aign. 
Worked with Jepson-Murray in Lansing, then Ke.yon 
& Eckhardt in Detroit. Is now AD with Detroit’s 
Campbell-Ewald in space ads for Chevrolet. Won 
four medals in Detroit AD shows, designed a 1953 
cover for this magazine. 


Warren Winstanley. Studied advertising at Wayne 
University and started working as layout and letter- 
ing artist. After the war switched to illustrative 
photography. Has been with Cle Clark since 1948, 
working on ads, direct mail, and editorial illustration. 
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337: Newspaper ad art, b/w, general illustration 
AD: Suren Ermoyan 
Photographer: Milton H. Greene 
Agency: Lennen & Newell, Inc. 
Advertiser: American Airlines 


Suren Ermoyan. Vice President and Visual Director at 
Lennen & Newell, New York, he was formerly AD 
at Kudner, Compton, Ruthrauff & Ryan agencies and 
Cosmopolitan, Town & Country and Good Housekeep- 
ing magazines. A lecturer and teacher, his awards 
include 27 medals and certificates of Distinctive 
Merit from the Art Directors Clubs of New York 
and Philadelphia and the AIGA. 


Milton H. Greene. His new approach to fashion pho- 
tography has “unstuffed” the stony fashion look yet 
retained the grace and beauty of the models. Has been 
cover photographer for McCalls as well as a staffer 
for Life and Look. Currently is vice president of 
Marilyn Monroe Productions, Inc. 
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359A: Trade periodical ad art, b/w or two colors, 
general illustration 
AD: Irwin Goldberg 
Photographer: Lester Bookbinder 
Agency: Ben Sackheim, Inc. 
Advertiser: American Cyanamid Co. 


Irwin Goldberg. Began his career in pharmaceutical 
package design and advertising layout. Has been 
with Ben Sackheim as AD for past 3% years. He is 
recipient of two AIGA awards. Studied at Music & 
Art High School. New York City Community College 
and the Art Students League. 


Lester Bookbinder. Now 26, Lester got his first job in 
photography with Martin J. Weber when only 14. He 
worked for various leading New York photographers 
and was last employed for Rouben Samberg. Opened 
his own studio in New York in July, 1955. He was 
written up as an upcoming photographer in the 
October 1955 issue of this magazine. 
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370: Booklet art, direct mail art, 3 or more colors 
AD: R. D. Tucker 
Art/Design: Arnold Ryan 
Publication: The Brain 


Publisher: Abbott Universal Ltd. 
Robert D. Tucker. Assistant Advertising Manager and 


AD for Abbott Universal Ltd, export company of 
Abbott Laboratories, since 1945. Graduate of Univer- 
sity of Illinois, member of Chicago Advertising Club, 
Chicago Direct Mail Club, Art Directors Club of 
Chicago, and the Society of Typographic Arts. 





Arnold Ryan. Freelance designer and anatomical illus- 
trator. Studied at Chicago Art Institute and the 
University of Illinois. Taught at Institute of Design. 
Was AD‘for Esquire Inc. for four years, working on 
Coronet magazine. For past 10 years has freelanced 
for scientific and medical publications and has won 
many art director club and AIGA awards. 





395: Editorial art, fiction, 4-colors 
AD: James DeVries 
Art: Jan Balet 
Publication: Collier’s 
Publisher: Crowell-Collier Publishing Co. 


James B. DeVries. AD at Crowell-Collier, he’s in charge 
of art/photography on Collier’s, Woman’s Home Com- 
panion, and American Magazine. He’s been with C-C 
for almost a year, since leaving McCall’s. Also has 
been with Vogue, Vogue Pattern Book, Ladies Home 
Journal and was a free-lance photographer. Studied 
at Parsons School of Design. 


Jan B. Balet. Born in Bremen, Germany, studied in 
Munich and Berlin. Left Germany in 1938 and AD’d 
Mademoiselle magazine and then Seventeen. In recent 
years has freelanced magazine illustration, design 
and art direction. Has won ADC awards in New 
York, Chicago, and Detroit as well as AIGA recog- 
nition in the 50 Best Books of the Year shows. 





411: Editorial art, non-fiction, 3 or more colors, 
fashion or style 
AD: Alexander Liberman, Priscilla Peck 
Photographer: Herbert Matter 
Art: René Bouché 
Publication: Vogue 


Alexander Liberman. Studied in Paris: architecture at 
Ecole des Beaux Arts; painting with Andre Lhote; 
graphic design with A. M. Cassandre. AD for VU 
magazine. Directed art movie shorts for the Louvre. 
AD of The Conde Nast Publications Inc. (American, 
British and French Vogue, House & Garden, Glam- 
our) since 1948. 


René Bouché. Top fashion artist, his work has been 
in Vogue since 1939. He is also a portraitist and an 
abstract painter and a stage designer. 


Herbert Matter. ... Was a Conde Nast staffer till 
1950 when he left to become partner and vice presi- 
dent of Studio Associates Inc. Teaches at Yale Uni- 
versity School of Design and does much design as 
well as photographic work. 
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418: Editrial art, non-fiction, 3 or more colors, food 
AD: Henry Wolf 
Photographer: Ben Rose 
Publication: Esquire 
Publisher: Esquire, Inc. 


Henry Wolf. AD of Esquire magazine for past four 
years. Born in Vienna, studied art in Paris. Came to 
U.S. in 1941. Studied design, photography, typog- 
raphy. Was AD of U.S. Department of State in 1951. 
Teaches design at Cooper Union and was 1956 chair- 
man of the AIGA Magazine Clinic series. 


Ben Rose. Photographer and winner of many awards 
in his 16-year career. Attended and taught photog- 
raphy at Philadelphia Museum School of Photogra- 
phy. Now teaching at Parsons School of Design, Is 
currently actively interested in the application of 
radio and electronics to photography. 





440: Editorial art, non-fiction, 3 or more colors, general 
AD: Louis Sardella, James DeVries 
Photographer: Alexander Courage 
Publication: Collier’s 
Publisher: Crowell-Collier Publishing Co. 


Lovis Sardella. Associate Editor of Colliers, he at- 
tended Cooper Union and the Art Students League. 
Was layout man for Street & Smith, designed visual 
aids for the U.S. Army, was promotional AD for 
Seventeen Magazine, art editor for Pageant Maga- 
zine. Has been with Collier’s since 1948. A member 
of the Salmagundi Club and Allied Artists he has 
won a number of awards for his paintings. 


Alexander Courage. Even more at home with a baton 
than with a Leica, he is a composer conductor. 
Studied music at the Eastman School, has been a CBS 
and NBC composer and conductor. At MGM since 
1948. Credits include Showboat, Kismet, Guys & 
Dolls, Oklahoma, Seven Brides for Seven Brothers. 
Started photography in army with a $8.85 Kodak 
Bantam. Took this pix with a Leica III, with 185 mm. 
4.5 Hector lens at 200 at f.4. 
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442: Editorial art, non-fiction, 3 or more colors, general 
AD: Eugene Aliman 
Photographer: Ronny Jaques 
Publication: MacLean’s 
Publisher: MacLean-Hunter Publishing Co. 


Gene Aliman. With Maclean’s Magazine as AD for 
seven years, Aliman has worked for Canadian maga- 
zines Mayfair and Liberty. Born in England and 
reared in Toronto, he started out as freelance de- 
signer in the magazine field in 1946, following jobs 
in professional puppetry, toolmaking, and display 


Ronny Jaques. Now working as a freelance magazine 
photographer out of Bridgehampton, Long Island, 
Jaques continues assignments for Macleans maga- 
zine in Canada, following a series for them last fall 
when he illustrated articles from Newfoundland to 
Quebec. English born, Canadian bred, studied in 
London, worked for Canada’s National Film Board 
with John Grierson and for Harper’s for three years. 
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455: Editorial art, non-fiction, b/w, general 
AD: David Stech 
Photographer: Larry Burrows 
Publication: Life 
Publisher: Time, Inc. 


David H. Stech. Associate AD of Life, he joined the 
magazine in 1953. Born in Indiana, attended Phila- 
delphia Museum School, worked for the Washington 
Post, Philadelphia Inquirer, and in 1939 joined art 
staff of the newspaper, PM. In 1946 he helped found 
Art Department, Inc. in New York and was with this 
firm until joining Life. During this time did much 
editorial layout work, especially for Ladies Home 
Journal. 


Larry Burrows. A Life photographer in London, Bur- 
rows started in the darkroom with Life in 1942. He 
worked in the art Department of the London Daily 
Express before that and also at Keystone Photo 
Agency. 





459: Editorial art, non-fiction, b/w, general 
AD: Alexey Brodovitch 
Photographer: Richard Avedon 
Publication: Harper’s Bazaar 
Publisher: Hearst Corp. 


Alexey Brodovitch. AD of Harper’s Bazaar and Junior 
Bazaar, he also designs advertising, products and 
packages. Formerly head of Design Laboratory, 
Pennsylvania Museum School of Industrial Art. 
Teaches Graphic Journalism at New School, is art 
critic at Yale School of Design. Previous awards from 
AIGA, and international design shows on furniture 
and lamps. 


Richard Avedon. 32 years old, he is in his 12th year 
working for Harper’s Bazaar. Spends every summer 
in Paris. Had 14 pictures in the 38rd ADC show and 
was a medal winner in the 34th. Ad accounts range 
from Revlon and Helena Rubinstein to Lucky Strike. 
Currently working on feature on the Metropolitan 
Opera to be published next year in Harper’s Bazaar. 





471: Magazine cover art, general or mass magazines 
AD: Aiexander Liberman, Priscilla Peck 
Photographer: Richard Rutledge 
Publication: Vogue 
Publisher: Condé Nast Publishing Co. 


Priscilla Peck. Art Editor of Vogue since 1946 she has 
done experimental films with Ralph Steiner, assisted 
Alexey Brodovitch on Harper’s Bazaar, and was AD 
at SFA. Graduated. Adelphi College and Columbia 
School of Journalism, studied typography, photog- 
raphy, and magazine making at New School, NYU, 
and Clarence White School. 





Richard Rutledge. Now with Studio Associates, he was 
MhEMIENE born in Tulsa in 1922. Left there in 1944 to study 
ISSUE photography in Los Angeles. Then came to New York. 

i m In 1949-1950 worked for Vogue Francais. 
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483: Film commercials, live 

AD: Stephen O. Frankfurt 

Producer: Elliot, Unger & Elliot 

Photographer: Mike Elliot 

Agency: Young & Rubicam, Inc. 

Advertiser: Modegs, Johnson & Johnson 
Steve Frankfurt. Steve and Television were wearing 
diapers about the same time and have been growing 
up together. With Young & Rubicam, Steve is doing 
much work on the 90-minute spectaculars. He is a 
Pratt Institute graduate and has worked for CBS, 


NBC, and UPA. 


Michael Elliot. Became a fashion photographer in 1989 
working for such magazines as Charm, Mademoiselle 
as well as ad photography. In 1946 Mike switched to 
motion picture photography. He has worked with 
such diverse products as Chrysler and Ford cars, 
Eastman Kodak cameras, Revlon, Schaeffer beer, 
Camay soap and Tide. Last year he won an award of 
merit for his Nabisco commercial. 





489: Film commercials, full animation 
Animation Director: Art Babbitt 
Story/Design: Al Shean, Chris Jenkyns 
Producer: Storyboard, Inc. (Hollywood) 
Agency: Fitzgerald (New Orleans) 
Advertiser: Southern Cotton Oil Co. 


Art Babbitt. Drew for Walt Disney until 1947 (war 
years excepted) and for UPA until 1952 when he 
started drawing for TV. 


Alan Shean. New York born, Alan went West at the 
age of 6 and has lived in California since. Won scholar- 
ship to Chouinard Art School in 1948. Started work- 
ing professionally for Sudler & Hennessey in New 
York in 1952. Back to the Coast, to San Francisco, in 
1953 to do freelance illustration and design. 


Chris Jenkyns. West Coast all the way, Chris was born 
in North Hollywood in 1924, studied at L. A. City 
College, Art Center School, Chouinard Art School, 
and left home for some study at Art Students League 
in New York and Academie Julian, Paris, and since 
entering animation field worked for Storyboard Inc., 
Animation Inc., Ray Patin and others. 





510: Station breaks 
AD: Georg Olden 
Art: Bob Gill 
; Advertiser: CBS Television 
30.0 04 Bob Gill. Free-lance AD, designer and illustrator. 
Born 25 years ago in NYC. Now repped by Lester 
Rossin Associates. Work has been recognized in pre- 


private vious AD shows here and in Washington, by Graphis 


Annual and in AIGA and Type Directors Club ex- 


se creatary hibite as well as the Museum of Modern Art. 


Georg Olden. Director of Graphic Arts, CBS Televi- 
sion Network since 1945. Was an OSS graphic de- 
signer and has won numerous ADC awards, including 
CBS televitsiokmn special, gold medal for outstanding contributions to 

television art direction in the 32nd exhibition. Also 
writes and lectures on the graphic arts with works 
published here and abroad. 
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527: Show openings 
AD: Jerome Gould 
Agency: Gould-Smith Associates 
(Beverly Hills) 
Advertiser: Station WPIX, 
N.Y. Daily News, 
Al Terrance Carpet Co. (Los Angeles), 
Bardahl Corp. (Los Angeles) 


Jerome Gould. Chicago born, studied art in Chicago 
and Los Angeles. Was Co-AD for Hart, Schaffner & 
Marz in Chicago, designed training films and visual 
aids during the war, opened a freelance practice in 
Los Angeles in 1946. Is part-time instructor at 
Chouinard Institute and is a co-director of Gould- 
Smith Associates in Beverly Hills. Consultant for 
many national accounts and winner of many art and 
design awards. 


























= Special Art Directors Medal 
Special Medal Award 
TV AD: Saul Bass 
Producer: National Screen Service (Hollywood) 
Art: Saul Bass 
Advertiser: Otto Preminger/United Artists 
Printed Material AD: Saul Bass 
Art: Saul Bass 
Design: Saul Bass 


Citation reads: In all media, Golden Arm design — 
In recognition of this singularly outstanding accom- 
plishment in the advertising promotion for the movie 
“Golden Arm”. 

Saul Bass studied at Art Students League and with 
Gyorgy Kepes. Freelanced, AD’d with various agen- 
cies until 1946 when Buchanan & Co. sent him to 
Los Angeles to direct LA and San Francisco art ac- 
tivities. Joined Foote, Cone & Belding (LA) as AD 
in 1940. Since 1952 has functioned as designer and 
consultant for agencies and is active in integrated 
design planning for industry. 
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= Special Art Directors Medal 


491-5: Special Medal Award 
AD: Jack Sidebotham 
Producer: UPA 
Art: Gene Deitch 
Agency: Young & Rubicam, Inc. 
Advertiser: Piel Brothers 


Jack Sidebotham. Career started with Young & Rubi- 
cam in 1946. After 5 years in the print art depart- 
ment he switched to TV art which he finds “very 
exciting ... very stimulating ... very nervous.” 





Gene Deitch. Creative Supervisor of Robert Lawrence 
Productions, Gene was until recently Supervising 
Director of UPA-NY where he produced and directed 
TV commercials, educational and industrial films. 
Winner of previous ADC medals, he was one of the 
early UPA staffers, coming from Hollywood to New 
York in 1951. 
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Mogazine ads, full page or more, 
3 or more colors 

AD: Hershel Bramson 

Photographer: Bert Stern 

Design: Stewart Greene 

Agency: Lawrence C. Gumbinner 

Alvertiser: G. F. Heublein & Bro. 
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37 Magazine ads, full page or more, 2 colors 54 Magazine ads, less than full page, 
AD: Alexander Mohtares 2 or more colors 
Photographer: Richard Avedon AD: Hugh White 
Agency: Anderson & Cairns, Inc. Art: Raymond Savignac 


Agency: Young & Rubicam, Inc. 
Advertiser: Sunsweet, Duffy-Mott Co. 


Advertiser: The Dobeckmun Co. 
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Magazine ads, full page or more, 


3 or more colors 


AD: James Leindecker 
Photographer: Edgar De Evia 
Agency: Kenyon & Eckhardt, Inc. 
Advertiser: Glass Container Manufacturers 


institute 
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50 Magazine ads, full page or more, b/w Sives me oh tor ihe day 
AD: William Golden 
Art: Ludwig Bemelmans 
Advertiser: CBS Television 





56 Magazine ads, less than full page, 
2 or more colors 
AD: Hugh White 
Art: Raymond Savignac 
Agency: Young & Rubicam, Inc. 
Advertiser: Sunsweet, Duffy-Mott Co. 
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RED TAPE, 


Aagazine ads (full page or more), 
3 or more colors 

D/Design: Robert Gage 

‘hotographer: William Heiburn 

igency: Doyle Dane Bernbach, Inc. 

idvertiser: Max Factor’s Lipstick 
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Magazine ads, b/w (less than full page) 
AD/Design: Leo Liénni 

Agency: Geyer Advertising, Inc. 
Advertiser: Duplex Adding Machine, 
Olivetti Corporation of America 


51 Magazine ads, full page or more, b/w 
AD: R. Gangel 

Photographer: Arnold Newman 
Advertiser: Life Magazine, Time Ine. 
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76 Newspaper ads, over 300 lines, color 


AD: Jack Allen 

Art: Lowell Herrero 

Agency: Foote, Cone & Belding 
(San Francisco) 

Advertiser: S@W Fine Foods Inc. 
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Newspaper ads, 300 lines or less 


AD: Louis Dorfeman 
Art: Harry Gordon 
Advertiser: CBS Radio 





115: Trade periodical ads, b/w 
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(full page or more) 
AD/Design: Robert Dolobowsky 
Art: Hans Moller 
Photographer: NBC Photograpl 1 De 
Agency: Grey Advertising 
Advertiser: NBC TV 





88: Newspaper ads (over 300 lines) b/w So. 
DONT AD/Design: Peter Palazzo a “ 
WITHOUT Art: Andy Warhol 105 Trade 
eriodical ads, full 
ALLY GS PRAT Advertiser: I. Miller & Sons, Inc. P 7 page or 
pete en 3 or more colors 
ae & AD: Advertising Designers Co. : Bookle 
Art: Ken Parkhurst, AD/De 
62 Magazine ads, less than full page, b/w oe nari we . Art: J 
AB: Bareidl Bremeca vertiser: Brown & Caldwe Photog 
Designer: Halpert Davis Agene 
Art: Saul Steinberg Advert 
Agency: Lawrence C. Gumbinner CB 
Advertiser: Browne Vintners Co. Inc. 
f 
he 
Acrayou 
| - on 
| ° 
omast 136: 
CHICACO 
AMERICAN ABRUNES ~ 
66 Newspaper ads, over 300 lines, color 93: Newspaper ads (over 300 lines) b/w 108 Trade periodical ads, full page or mo 
AD: Ann Bryan Pearle AD: Suren Brmeyen and Michael Wollman 2 colors 
Art: Margaret Neale and unknown Art/Design: Michael Wollman AD: George Techerny 
Etruscan artist Agency: Lennen & Newell, Inc. Art: George Tscherny 
Advertiser: Neiman-Mercus Advertiser: American Airlines, Inc. Agency: Alfred Auerbach & Associates 
Advertiser: Herman Miller Furniture (Co 
cowann n vance MS on ser wen 0 ent wn = s Wa 
ORC SEVAPEIO m (© Sroede eer ng Cree aes me ee we 
OW ARO K Sat Dh ouet and he peer oneee Eonare @ 
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cignmasn cectmen GP cn nen teen en re 
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Teicrision and Radio Receivers 


e or 


1; Bocklet, direct mail, 2 or more colors, 
AD/Design: Herb Lubalin 
Art: John Pistilli 
Photographer: Wendy Hilty 
Agency: Ted Bates & Co. 
Advertiser: TV and Radio Receivers, 
CBS-Columbia 


YOU GET 
MORE 
IN THE 
YEW YORK 

[IMES my 


Art: Ludwig Bemelmans 
Advertiser: The New York Times 





162: Point of sale, record album covers 
AD: Robert M. Jones 
Photographer: Carl Fischer 
Design: Herb Lubalin 
Agency: Sudler 2 Hennessey, Inc. 


Advertiser: Bluebird Classics, RCA Victor 
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136: Booklet, direct mail, b/w 
AD: Sara Giovanitti 
Art: Muriel Batherman 
Design: Ben Robinson 
Publication: Mademoiselle 
Publisher: Street and Smith 


or mon 


ciates 
ture Co 





154: Point of sale, displays 
AD: Jerome Gould 
Art: William Fandl 
Agency: Gould-Smith Associates 
Advertiser: Budweiser, Anheuser-Busch, Inc. 
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169 Point of sale, record album covers, 
book jackets 
AD/ Design: Irving Werbin 
Art/Design: Tony Palladino 
Agency: Irving Werber Associates 
Advertiser: Kapp Records, Inc. 
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« B46 Pc sters, 24-sheet 

A): E. J. Burke 

At: Jerry Wright/W. J. MacDonald 
Avency: J. Walter Thompson Co. 
(San Francisco) 

vertiser: Safeway Stores, Inc. 


> 
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159 Point of sale, packages 
AD: Harry and Marion Zelenko 
Art: Harry Zelenko 
Agency: Robert E. Wilson, Inc. 
Advertiser: Hoffman La-Roche, inc. 


(Nutley, N. J.) 









JAZZ 


172 Editorial page, 4-colors 


AD: Alexander Liberman, Priscilla Peck 


Photographer: Irving Penn, 


Richard Rutledge, Richard Pousette-Dart 


Publisher: The Condé Nast 
Publications, Inc. 













£VOW LUIM © LILET LY=JUy LIL CUTLL W (starts page 41) 





176: Editorial spread, 3 or more colors 
AD/Design: Art Kane 
Photographer: Dan Wynn 
Publication: Seventeen 


Publisher: Triangle Publications, Inc. 





196 





Make-up 
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Editorial section, 3 or more colors 
AD: Alexander Liberman/Priscilla Peck 
Photographers: Roger Prigent/ 
Herbert Matter 
Publication: Vogue Magazine 
Publisher: The Condé Nast 
Publications, Inc. 
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Magazine covers, trade 

AD: George P. Dukes 

Art: Albert Storz 

Design: Albert Storz, Mel Richman 
Publication: Compendio Medico 
Publisher: Merck-Sharpe & Dohme 
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190 Editorial spread, 2-colors or b/w 


' AD: Art Kane 

Photographer: Tom Palumbo 
Publication: Seventeen 

Publisher: Triangle Publications, Inc. 





208 





Editorial section, 2-colors or b/w 
AD: Alexander Liberman, Priscilla Peck 
Photographer: Irving Penn, 

Paramount News Service 
Publication: Vogue 
Publisher: The Condé Nast 

Publications, Inc. 





MODERN PACK 





222 Magazine covers, trade 
AD: Donald R. Ruther 
Design & art: Walter Allner 
Publication: Modern Packaging 
Publisher: Modern Packaging Corp 








195 Editorial section, 4-colors 
AD: Charles Tudor 
Photographer: Ernest Haas 
Publication: Life 
Publisher: Time Inc. 
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AFRICA 


oe ean st eaggwe continent 
by OMA GUNTHER ADL AL STEVENSON, 
ROBERT PARR ote) LANES GRIT 


Magazine covers, general or mass 
AD: Allen F. Hurlburt 
Photographer: Joe Covello 
Publication: Look Magazine 
Publisher: Cowles Magazines, Inc. 
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Institutional, company magazine : 
AD: DeForest Sackett 

Art: Albert Pucci 

Publication: What’s New 
Company: Abbott Laboratories 
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Art: | 
Client 
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281 Magazine ad art, 3 or more colors, 
general illustration 
AD: Bill Binzen 
Photographer: Tom Hollyman 
Agency: Ogilvy, Benson & Mather 
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235 Institutional, letterheads, trademarks 263 Magazine ad art, 3 or more colors, Advertiser: Commonwealth of Puerto Rico 
AD: Hisashi Tani product illustration 
man St Art: Hisashi Tani AD: Sam Fink, Frazier Purdy Studio 
Client: Earl Thollander (San Francisco) Photographer: Leslie Gill 
me Agency: Young & Rubicam 
Advertiser: P. Lorillard Co. 

















41 Institutional, direct mail announcements 268 Magazine ad art, 3 or more colors, 294 Magazine ad art, 3 or more colors, 
AD: Gene Federico product illustration general illustration 
Art: Gene Federico AD: Herschel Bramson AD: James Real 
ing Client: American Institute of Graphic Arts Photographer: Bert Stern Art: Austin Briggs 


g Corp Agency: Stromberger, Lavene, McKenzie 


(Los Angeles) 


Agency: L. C. Gumbinner Agency 
Advertiser: Smirnoff Vodka 






Advertiser: General Petroleum Corp. 





















| NYLON “STRETCHABLES”- ONE FITS MANY SIZES 
60 M gazine ad art, 3 or more colors, . ; . 

, ' product illustration 

: Alvin Chereskin 

»tographer: Donald Mack 

ency: Hockaday Associates, Inc. 

sertiser: Dunbar Furniture Corporation 


POR’ 
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: Magazine advertising art (b/w) 
produet illustration 
AD: Gerald Carret 
Photographer: C. Joffe 
Agency: Batten, Barton, Durstine 
& Osborne 
Advertiser: Du Pont Nylon 


279 Magazine ad art, 3 or more colors, 
fashion or style illustration 
AD: Alexander Mohtares 
Photographer: Richard Avedon 
Agency: Anderson & Cairns Inc. 
Advertiser: International Silk 
Association (U.S.A.) 





of Indiana 
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306 Magazine ad art, b/w, fashion or 
style illustration 
AD: Alvin Chereskin 
Photographer: Richard Avedon 
Agency: Hockaday Associates 
Advertiser: L. S. Ayres & Co. 


324 Newspaper cd art, color, 
product illustration 
AD: Bernard Anastasia 
Photographer: George Lazarnick 
Agency: Tatham-Laird Advertising Agency 
(Chicago) 
Advertiser: Armour and Co. 





THE MAN WHO DRIVES THE IMPERIAL 












Newspaper ad art, b/w, 


Trade pe 

product illustration gener 
AD: Bob Wall AD: Alge 
Art: Robert Fawcett Photogra: 
Agency: McCann-Erickson Agency: | 
Advertiser: Chrysler Adoertlee 











"10,000 





312 Magazine ad art, b/w, 
general illustration 
AD: John Currie Jr. 
Photographer: Suzanne Szasz 
Agency: Compton Advertising Inc. 


iser: ) ¢ Life Ing Co. 
Advertiser: New York Life Insurance $05 Geepaser 08 ont, colon, Coden 


or style illustration 
AD: Marget Larsen, Betty Brader 
Art: Betty Brader 
Advertiser: Joseph Magnin (San Francisco) 





Trade pei 

336: Newspaper advertising art, b/w, two e¢ 
general Illustration AD: Rudi 

AD: Eric Lunden Photograp 
Photographer: Ben Rose Agency: V 


Agency: Foote, Cone and Belding Advertiser 
Advertiser: Swiss Watch 








RELSKA 
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i - = 
316: Magazine advertising art, general 328 Newspaper ad art, color, 


illustration, b/w 
AD: James E. Clark 
Photographer: Stephen Colhoun 
Agency: Benton & Bowles, Inc. 


general illustration 
AD: Lester Rondell 
Photographer: Irving Penn 
Agency: Scheideler & Beck 
Advertiser: Mutual Life Insurance Company Advertiser: L. Relsky & Co. 


of New York 








No more “stay at home” blues for wives 
Na Yet Clovtve! tote gw ge with him 





New Rok Corws at Rnabrwed ae 


342: Newspaper advertising art (i /w) Bo Tre fe pe 


general illustration jene: 
AD: Charles Ziegler Al Rob: 
Art: Austin Briggs Ar Rob 
Agency: J. Walter Thompson ( 0. De. ‘gn: 1] 


Advertiser: New York Central Vail] Aa ortise 
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364 Booklet, direct mail art, 3 or more colors 
AD: Louis Dorfsman 

Photographer: Becker-Horowitz 

Advertiser: CBS Radio 


382: Booklet art—direct mail art, b/w 
AD: Andy Ross 
Art: Milton Glaser 
Design: Zero Calabrese, Andy Ross 
Advertiser: American Broadcasting Co. 


ye 


385 Poster art, 24-sheet posters 
AD: Wilbur Smart 
Art: Jack Wolfgang Beck 
Agency: D’Arcy 





















Trade periodical ad art, 3 or more colors, 
general illustration 

AD: Alger B. Scott 

Photographer: Albert Gommi 

Agency: Campbell-Ewald Co. (Detroit) 

Advertiser: Champion Paper & Fibre Co. 
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365: Booklet act—direct mail art, 





unt 3 or more colors Advertiser: Coca-Cola 
a miable AD: William Buckley 
a a Art: Edwin Georgi 
Agency: Benton & Bowles, Inc. 
Trade periodical ad art, b/w or Advertiser: Studebaker, Studebaker-Packard 
b/w, two colors, general illustration Corp. 


AD: Rudi Wolff 

Photographer: Murray Laden 
Agency: William Douglas McAdams 
ling Advertiser: Upjohn Co. 








387: Poster art, all other posters—any size 
AD: Howard Wilcox 


RICHARD III 
Photographer: Howard Zieff 


eo Design: Howard Wilcox, Howard Zieff 

















jw) BO tre fe periodical ad art b/w or 2 colors, 378: Booklet art—direct mail art, 2 colors Agency: Cunningham & Walch 
jeneral illustration AD: John Grahem Advertiser: The New York Daily News 
Al Robert Guidi, Harry Pack Art: Joseph Low 
Ar Robert Guidi Advertiser: National Broadcasting Co. 


De: ‘gn: Robert Guidi 


Palen ertiser: Tri-Arts (Los Angeles) 





New York's thirty-fifth cont'd (starts page 41) 








396 Editorial art, fiction, 4-colors 
AD: Warren Stokes 
Art: Robert Fawcett 
Publication: Woman’s Home Companion 
Publisher: The Crowell-Collier 
Publishing Co. 











404 Editorial art, fiction, b/w 
AD: Henry Wolf 
Art: Douglas Gorsline 
Publisher: Esquire 
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422: Editorial art—nonfiction (3 0: more 
colors) food 
AD: Warren Stokes 
Photographer: Ben Somoroff 
Publication: Woman’s Home Co mpani 
Publisher: Crowell-Collier Publ: shing 

















397 Editorial art, fiction, 4-colors 
AD: Eugene Aliman 
Art: James Hill 
Publication: MacLean’s Magazine (Canada) 
Publisher: MacLean-Hunter Publishing Co. 





413 Editorial art, non-fiction, 3 or more colors, 
fashion or style 
AD: Henry Wolf 
Photographer: Wendy Hilty 
Publication: Esquire 


Publisher: Esquire, Inc. 
. 


424 Editorial art, non-fiction, 3 or more 
food 
AD: Louis Sardella 
Photographer: Howard Zieff 
Publication: Collier’s 
Publisher: Crowell-Collier Publishing Co 
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401 Editorial art, fiction, 2-colors 
AD: Bradbury Thompson 
Art: Jaclyn Cohen 
Publication: Mademoiselle 


Publisher: Street & Smith Publications, Inc. 








415 Editorial art, non-fiction, 3 or more colors, 
fashion or style 
AD: Alexander Liberman, Priscilla Peck 
Photographer: Karen Radkai 
Publication: Vogue 
Publisher: The Condé Nast 
Publications, Inc. 





427: Editorial art—nonfiction, hom: ala 
AD: Bradbury Thompson 
Photographer: Rolf Tietgens 
Publication: ARTnews Magazin: 


Publisher: Art Foundation Pres. Iw. ft F 
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Editorial art, non-fiction, 3 or more colors, 
general 

AD: Charles Tudor 

Photographer: Rondal Partridge 

Publication: Life 

Publisher: Time Inc. 


A PAINTER PUZZEER 
fees <2 









448 Editorial art, non-fiction, 2-colors, 
general 
AD: Bernard Quint 
Photographer: Robert Galbraith 
Publication: Life 
Publisher: Time Inc. 














463 Editorial art, non-fiction, b/w, general 
AD: Alexey Brodovitch 
Photographer: Henri-Cartier Bresson 
Publication: Harper’s Bazaar 
Publisher: Hearst Corp. 
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Editorial art, non-fiction, 3 or more colors, 
general 

AD. J. Snyder 

Photographer: Arthur Shay 

Publication: Sports Illustrated 

Publisher: Time Inc. 
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452A Editorial art, non-fiction b/w, food 
AD: Cipe Pineles 
Photographer: Ben Rose 
Publication: Charm 
Publisher: Street & Smith Publications 


——— 


& TRAVEL 
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469 Magazine cover art, general or mass 
AD: Bert Stern 
Photographer: Bert Stern 
Publication: Fashion & Travel Magazine 
Publisher: Norman K. Winston 
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Inc 
“ fees E iterial art, non-fiction, 2 colors, 


fashion or style 
Alexander Liberman, Priscilla Peck 

»tographer: John Rawlings 

blication: Vogue 

blisher: The Condé Nast 

Publications, Inc. 








461: Editorial art—nonfiction, general 
AD: Art Kane 
Photographer: Art Kane 
Publication: Seventeen 
Publisher: Triangle Publications, Inc. 
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480 Institutional art, company magazines 
and house organs 

AD: Will Burtin 

Art: Robert Osborn 

Publication: Scope 

Company: The Upjohn Co. 
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New York’s thirty-fifth (starts page 41) 








481 TV live commercials (16mm kinescope) 511 TV station breaks 
AD: C. F. Korten/David Bixby AD: Georg Olden 
Producer: Blake Johnson Art: Georg Olden 
Art: David Bixby Advertiser: CBS TV 
Agency: Kenyon & Eckhardt, Inc. 

Advertiser: Ford Motor Co. 














512 TV station breaks 
AD: Georg Olden 
Art: Georg Olden 
Advertiser: CBS TV 


485 TV film commercials, live 
AD: R. C. Mack 
Producer: Van Praag 
Art: Mark Ashe/Van Praag 
Agency: Grant Advertising, Inc. 
Advertiser: Dodge, Chrysler Corp. 











The complete show ....- 


The complete New York Art Director’s Club show 
includes 514 exhibits. Pieces winning medals or 
awards of distinctive merit are shown on the pre- 
ceding pages. The complete show can be seen dur- 
ing the week of June 4-8 at the Waldorf-Astoria, 
Park Avenue and 49th St., NYC. All pieces will be 
illustrated, many in full color, in the forthcoming 
35th Art Directors Annual to be published this 
Fall. 





490 TV film commercials, full animation 
Animation Director: Arnold Gillespie 
Producer: Storyboard, Inc. (Hollywood) 
Story/Design: John K. Hubley 
W Agency: Benton & Bowles 
Advertiser: Diamond Crystal Salt Co. 

















Free! Your copy of Photofaces, new specimen book. Write for it now! 
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$7540 


Glanzman-Parker Studio 
earned this extra thru DAI 
designing brochures for clients 


from Boston, Chicago, N. Y. 


Homer Hill, Illus. earned this 
thru DAI as extra work, paint- 
ing a Xmas card, magazine 
illustration and record album. 


Nesbit Associates, Designers, 
earned this thru DAI plus reg- 
ular business redoing a NY 
company’s consumer packages. 


Al Moore, Illustrator, earned 
this thru DAI as added income, 
with a series of color full page 
ads for a Chicago agency. 











$1490 


$2800 





~ 





$1200 


Blair Laden, Women’s fashion 
artist, earned this extra income 
thru DAI working with several 
NY agencies and companies. 





Bernie Barton, Illustrator, 
earned this thru DAI doing a 
half-page ad series for a Phila. 
client and a NY magazine job. 


$11,833 


Ralph Bartholomew, Photogra- 
pher, added this to his income 
thru DAI doing a national ad 
series, St. Louis agency. 








John Gaydos, Still life illustra- 
tor, earned this added income 
thru DAI doing a color national 
ad for a NY agency. 


Let’s talk about money 


The artists and photographers shown 
above are 8 of the 876 men and women 
who added nearly half-million dollars to 
their earnings last year thru Director’s 
Art Institute. 

How was it done? Simple, really, 
for them, and their representatives. 
30,000 of their sample proofs are cata- 
loged at DAI, and a potential of 6000 
alert art directors and buyers, country- 
wide, shop in that file when they go 
looking for specific talent. 

Full selections of 8 x 10 mounted 
proofs — the work of available artists, 


right for their job, is shown them 
to select from. The chosen artist 
(if free lance) or his representative 


DIRECTOR'S 
ART 


INSTITUTE 





DAI DOES NOT REPRESENT ARTISTS. CLIENTS CHOOSE THEM 
FROM DAI'S FILE. ARTISTS AND CLIENTS WORK DIRECT 


(no split commission) is always put 
in touch with the buyer immediately. 

Our commission for free lance 
members is 15% the first year, less 
thereafter, nothing if client is DAI mem- 
ber too... and this is only part of what 
the $24.50 yearly membership brings. 

If you would like to register or learn 
more about DAI, its representative, 
studio, and agency memberships; its 
seminars, information service, reports, 
discount service, and PRINT Magazine, 
write or call now and get into this pic- 
ture yourself! 





Dire 








by Mitch Havemeyer, president, Hoyt Howard, Inc. 


It took 1240 years’ 


eae This is the story of “Art Directing,” the Techniques 


of Visual Communication and Selling, first 
esse | to write authoritative book about our profession. Written by 
62 ADs with an average of 20 years experience. To 
this book be published in October, 1956, by Hastings House. 





Back in 1945 a member of the Art 
Director’s Club of New York hatched a 
great idea: to write a book about this 
wonderful new profession, and how the 
club was pioneering in an effort to im- 
prove the art and design seen every day 
by millions from Nantucket to Catalina. 
Today, eleven years later, Nathaniel 
Pousette-Dart is watching the linotypers 
as they take over the task. 

What has happened in the years be- 
tween? Through eleven changes of club 
administration, “P-D” has stubbornly 
stuck to his goal. He has persuaded, 
threatened, coaxed, written to, tele- 
phoned and otherwise been a hair shirt 
to the specialist-authors of this fabulous 
book. 

And now that type metal is flowing, 
what will the book be like? The hun- 
dreds of captioned illustrations are in 
themselves worth the price of admission. 
With 62 writers—all creative persons 
(but, with a few exceptions, none profes- 
sional writers), you would expect vari- 
ety. And you get it! The writing is all 
fresh — written in the last few months. 
Many chapters are so vivid you can al- 
most hear the AD speaking to you. But 
you'll not want to stop there: the less 
flamboyantly written chapters are loaded 
with content—behind-the-scenes dope on 
what really happens in the many 
branches of our profession. 

The 62 contributors cover such prob- 
lems as using research findings, some 
“how to” data at the professional level, 
and hit heavily at the particular prob- 
lems in the many special fields of art 
directing such as magazine, newspaper, 
TV, outdoor, retail and point-of-sale ad- 
vertising, editorial and consulting art 
directing and so on. The book adds up 
to the first really organized study of the 
entire profession and should be of value 
and inspiration to student and pro alike. @ 
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by Nathaniel Pousette-Dart 


visual 


communications 


conference it will be a stopper! 


Richard Walsh, the first president of 
the Art Directors Club, at a talk given 
before the Guild of Free-lance Artists, 
January 6th, 1921, said “There has been 
an epidemic of organizations in matters 
having to do with art, more particularly 
commercial art, which is very signifi- 
cant. There is something going on in 
our minds which we do not ourselves 
fully understand, the outcome of which 
we cannot predict. This, I know, that 
the organizations we have today are by 
no means final—your own Guild, the 
Art Directors Club, and many another 
will develop, change, consolidate, dis- 
appear. Their present existence is elo- 
quent of a need of organization in the 
production and betterment of American 
Art, which is perhaps sharper today 
than it has ever been before. Out of 
these will come organizations broader, 
more vital, more purposeful than we can 
now conceive or plan. It is in the hope 
of such development that I believe we 
should work to our utmost to use and 
strengthen such organizations as we al- 
ready have, in order to hasten the 
greater ones to come.” 

It is the influence of this type of 
courageous, imaginative vision which 
has made the Art Directors Club one of 
the most dynamic and growing organ- 


70 


it is not a trick. 


itis an ace! 


izations in the country today. Certainly 
there is no other club where the mem- 
bers are more active, enthusiastic or 
hard working. Our yearly exhibitions, 
our Annuals, our traveling exhibitions, 
our members’ exhibitions, our childrens’ 
shows, our activities in the educational 
field, this visual communications confer- 
ence, our new book “Art Directing: 
The Techniques of Visual Communica- 
tion and Selling”, and the organization 
of the National Society of Art Directors 
are among the activities which bear out 
Richard Walsh’s predictions. 

In conformity with his vision, by 1950 
which was our goth Anniversary we had 
planned an exhibition of world adver- 
tising art. In connection with it, an am- 
bitious program had been worked out 
for a conference on World Advertising 
Art. Lectures were to be given in the 
galleries of the goth Annual Exhibition 
and the whole affair was to wind up 
with a grand costume ball. Our plans 
fell through at that time because we 
were not able to secure the exhibition 
space we needed in the United Nations 
Building. 


A Re-examination of our Problems. To- 
day these plans are being realized on a 
national basis in our Visual Communi- 





cations Conference, which will celebrate 
our 35th Anniversary. It will be held at 
the Waldorf Astoria, June 7th and 8th, 
1956. The chairman of the Committee 
in charge of this ambitious plan is 
William McK. Spierer and the chairmen 
of the sub-committees are: Frank Baker, 
who, as president of the Club, represents 
the executive board, John Jamison, Co- 
ordinator, Arthur Hawkins, National 
Co-chairman, Garrett P. Orr, Chairman, 
Program Committee, Edward R. Wade, 
Publicity, Mahlon A. Cline, Treasurer, 
Robert Gage, Design and Gil Tompkins, 
Finance. 


Visual Highlights. The conference will 
explore visual sales ideas of advertisers, 
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ublishers, agency executives, copy- 
vriters, art directors and researchers. It 
vill forecast future developments and 
dvances in knowledge concerning the 
rocess of communicating with people 
hrough their eyes. The conference will 
ike place during the showing of the 
New York Art Directors Club 35th An- 
iiversary Exhibition of Advertising and 
‘ditorial Art and Design. The program 
or the conference as a whole deals with 
these three subjects “What will make 
people see advertisements in 1957?”, 
“Does good taste sell the mass market?” 
and “What is the client’s role and re- 
sponsibility?” Here are some of the key 
facts about the conference. (1) Leading 
Art Directors from each field of visual 
communication such as TV, Radio, 
Advertising Agency, Motion Pictures, 
Editorial, Sales Promotion, etc. will be 
guest speakers. (2) Leading figures from 
the field of management will also be 
guest speakers. They will talk on the 
art director’s role as related to industry. 
(3) Panel discussions will be held on 
subjects of vital interest to art directors. 
(4) Actual demonstrations will be given 
by art directors, showing how they solve 
different types of advertising problems. 


Two Day Program 

Following the welcoming address by 
Frank Baker, club president, the keynote 
speaker, Wallace W. Elton, creative head 
of the J. Walter Thompson Co., will talk 
about “conveying ideas through the 
eyes.” Mr. Elton’s message will keynote 
the conference theme, “Visual Commu- 
nications as a Method of Persuasion.” 

A question much wrestled with in the 

nation’s agencies, offices and _ studios, 
“Does good taste sell the mass market?” 
will be answered by one of the foremost 
thinkers in the advertising field, John P. 
Cunningham, president of Cunningham 
ind Walsh, Inc. 

The Conference Research Committee 
vill present an hour-long show to take 
ip the question, “What Will Make 
‘eople See Ads in 1957?” Included in 
he demonstration: the results of motiva- 
ion research and the findings of Daniel 
tarch, Mark Wiseman, Gallup-Robinson 
nd John De Wolf. 

The role of visual communications in 
elevision will be covered by William 
sernal of Storyboard Inc., his topic, 
Don’t Touch That Dial,” and the re- 
itionship of pictures to sales will be 
1own by Parade’s publisher, Arthur H. 
Red) Motley, in a luncheon talk. 

William H. Schneider, vice president 
nd creative head of Donahue and Coe, 
vill discuss the importance of the visual 
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message in sales planning, and Andrew 
Armstrong, vice president of Leo Burnett 
Co., Inc., will speak on working with the 
client. 

“Shortcuts to Creativity” will be ex- 
plored by McCann-Erickson’s vice presi- 
dent and copy group head, Alton 
Ketchum. 

Other speakers and their subjects in- 
clude Leo Lionni of Fortune, “How 
Magazines Capture Reader Interest”; Dr. 
M. F. Agha, a modern design pioneer, 
“Muse Hunting: The influence of 
Modern Art on Advertising Design”; 
Francis Brennan, special advisor to the 
Editor In Chief of Time Inc., on “The 
Publisher and The Picture.” 

Also to be discussed are ““The Human 

Eye: Front door to the Brain”, “Training 
Tomorrow’s Creative Minds” and “The 
Importance of Human Interest in Visual 
Communications.” 
The Question—What is an Art Director? 
This question will come up at the con- 
ference. The following is an anonymous 
definition, used on a poster for one of 
our shows some years ago—“What man- 
ner of man is the art director who makes 
art his business . . . and brings business 
to the art by which it sells its products 
and services? What is this job of his, 
bitten by hard fact and brightened by 
heauty and imagination? 


gmat 


First allegiance he owes to his client, 
interpreting his message to the artist 
and in turn to the public. Grasping the 
spirit as well as the sense of the task 
in hand, he inspires, guides and directs 
the artist in his delineation of the sub- 
ject, 

“This material of pen and brush and 
lens he organizes into a factural presen- 
tation that commands attention, inten- 
sifies interest and creates desire. 

“That he may play upon those forces 
actuating human behavior, he must 
know people, know trends in style and 
design, know something of the direc- 
tion in which the changing world is go- 
ing. That all his efforts may find their 
highest common denominator of effec- 
tiveness, he must be a soul sensitive to 
beauty, for in beauty there is truth and 
in truth alone is art sought and found.” 


Club to publish “Art Directing” 

A dominating question being considered 
by the conference is the public reaction 
to advertising. This question and many 
others have been answered by sixty-two 
men who have an extensive experience in 
the field of Visual Communication in our 
new book “Art Directing — The Tech- 
niques of Visual Communication”. At 
the conference you may sign for a copy 
of this book, which will be published by 
Hatsings House in October. @ 
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This chart was originally designed as an idea for the last World Fair. 
The idea was to present in visual form a Gestalt chart which 

would give the visitors a definite idea of the relationship between 
the studies, practices and activities of life. It is interesting to 

note that the Art, Sciences and Business effect all deal in some 


way with all human activities. 
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products and personalities 


The Prell and Breck shampoo ads ap- 
peared in the Ladies’ Home Journal 
during the past twelve months. What 
the contents of these ads mean to read- 
ers as reported here was determined by 
the Starch Reader Impression Studios. 

The Prell ad left readers with the 
feeling that Prell shampoo lets the nat- 
ural brightness of hair come through by 
removing the film and not leaving a 
shampoo film deposit. The sheen and 
highlights of the hair in the illustration 
were the greatest contributors to this 
belief. Acceptance was strictly with the 
brilliance of the hair. Little comment 
was directed toward the face or the 
model as a personality. The few who 
did express their feelings about the girl 
thought she looked artificial or “showy”. 
The copy points, extra richness and 
fuller lathering qualities, were of minor 
significance. 


The model in the Breck ad produced 
considerable reaction. Most women 
considered her “perfect, Mrs. America, 
beautiful, modern matron”. Another 
pattern of response referred to her as 
the “ugly old woman, old bag, fat and 
fleshy,. conceited looking, and _ not 
alive”. It is interesting to note that Prell 
users who read the Breck ad found it 
distasteful. They projected upon the ad 
that Breck was mainly for older women 
and conceded that it “did their hair 
good”. Generally, however, readers were 
favorably disposed toward the model as 
a personality, the model’s hair styling 
and appearance, and appreciated the 
value of the three types of shampoos. 

In addition to the Impressions of 
readers, the readership scores as re- 
ported by Daniel Starch and Staff, 
Mamaroneck, New York are: 





Noted 


Per Cent of Women Readers 44 


Readers per Dollar 15 


PRELL AD BRECK AD 
Seen- Read Seen- Read 
Assoc. Most Noted Assoc. Most 


44 5 69 68 6 
115 13 131 129 1 
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what you can learn from Starch reports 


John W. DeWolf is a vice president 
and director of research for G. M. Bas- 
ford Co. 

One of his jobs is to supervise the 
agency’s use of advertising readership 
reports. 

Shortly after his graduation from the 
University of Illinois in 1930, with a B.S. 
in Railway Electrical Engineering, he 
entered the General Electric “test” course 
and was also enrolled in that company’s 
Advanced Engineering Course. During 
the depths of the depression, he spent 
two years at sea as a wiper, fireman, and 
electrician on various passenger lines. 

Back with General Electric in 1933, he 
started his advertising career. Since then 
he has been with Bethlehem Steel, and 
Fuller & Smith & Ross. During the war he 
served as a Communications officer in the 
Air Force with the rank of Lt. Colonel. 
In 1946, he joined G. M. Basford as a 
copy writer and account executive, and 
later asa group manager, supervising ten 
accounts. 

He is an active member of the New 
York Chapter of the NIAA and has 
served as Chairman of the national Ad- 
vertising Effectiveness Committee. He is 
currently Chairman of the IARI’s Proj- 
ect Council on Industrial Advertising 
Readership Studies. He is a member of 
Tau Beta Pi, Beta Theta Pi, and the 
Engineers Club of New York City. He 
lives in Scarsdale, New York. 





Here is how a typical Starch report on 
Business Week is compiled. Field in- 
vestigators have gone out—in this case 
to 150 typical readers of Business Week 
—and have gone through the book with 
each of them. As they've gone through, 
for each ad that is two-thirds of a page 
or larger, they have asked “Did you see 
this ad?” 

If the reader says “yes,” the researcher 
goes on to ask if the reader saw the 
illustration, the signature, if he read 
the headline, if he read any of the cap- 
tions, if he read any of the body text— 
and if so, how much of it did he read? 

Each of these interviews is recorded 
and sent back to the Starch organization 
in Mamaroneck, New York. There the 
results are tabulated or punched up on 
IBM cards—and then converted into 
percentages. 

Little stickers on the ads in a copy of 
Business Week show how many people 
read each part of the ad. 

When you speak of a Starch score or 
a Starch rating, you’re usually referring 


to one of three figures shown in the 
summary sheet (see Starch report this 
issue page 72). This first column shows 
the noted score—which is the percent 
of the readers who remember seeing 
any part of the ad. The third column 
shows the read-most score—the percent 
of readers who read half or more of all 
the words in the ad. There is a figure 
in between called seen-associated— 
which indicates how many readers either 
saw enough or read enough of the ad 
to know what company ran the ad or 
what product was being advertised. 

These ratings are shown in two ways. 
The first three columns show them as 
straight percentages. The last three col- 
umns show them on the basis of cost 
ration—which is a way of comparing 
any one ad with all other ads in the 
book, taking into account the space 
cost for the ad. For example, if an ad 
has a noted cost ratio of 115%, it 
means that this ad was 15% better than 
the average ad in the book in obtaining 
noters per dollar. 


While the examples I am going to 
discuss here all come from Starch re- 
ports, I would be amiss if I didn’t men- 
tion some other advertising readership 
services. There are Readex reports. In 
this case the survey is made by mail in- 
stead of by personal interview—and the 
score or rating is a single figure which 
represents not noted or read-most, but 
the percent of readers of the publica- 
tion who found the ad of interest when 
they first read the book. There are 
Shepard reports—which are very similar 
to Starch reports except that Shepard 
interviews 150 people while Starch in- 
terviews only 100 on most trade books. 
John Fosdick is making studies of one 
book. Again his services are much like 
Starch’s—but he has added a question 
about whether the man interviewed has 
any job application for the product. 
And he shows his results not only for 
the general reader but for the reader 
with @ job application for the product 
being advertised. And finally there are 
Ad-Gage reports, which are based on a 
mail survey, and are issued by Machine 
Design. Again, in Ad-Gage, the question 
is—do you remember seeing or noting 
this ad? 


The first thing to understand about 
a Starch rating—or a Readex or Shepard 
or Fosdick rating—is that it is perfectly 
possible to get a high score on a poor 
ad. This shocks a lot of people when 
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corrosion resistance” 


anyone makes that statement—but it is 
perfectly true—and it doesn’t mean 
that Starch is either unreliable or mean- 
less. It is simply that Starch measures 
only two aspects of an ad—did it get 
attention—and, to a lesser extent, was 
it of interest. lt doesn’t measure at all 
two other equally important aspects— 
did the ad get its message across, and 
was the message the right one. It is per- 
fectly possible, therefore, to have an ad 
that gets a high Starch noted score— 
and even a high read-most score—but 
that fails completely to get any selling 
message across, or gets the wrong mes- 
sage across—and therefore is a poor ad. 

So a high Starch score isn’t any guar- 
antee of a good ad. But a low score is 
a pretty good guarantee that not many 
people saw your ad. And . . . while it 
would be very foolish to write and lay- 
out an ad just so that it would get a 
good Starch score, it is just as foolish to 
write a good ad, and then deliberately 
ignor the techniques that will get peo- 
ple to stop and read it. 

And that gets us down to the heart 
of the problem. Because many of the 
things that many of us use to get atten- 
tion and to get readership don’t work 
and Starch shows us when they don’t— 
and shows us what will work. 


Attention getters can miss 


Here is an ad put out by the Mar- 
chant Calculator Co. (Fig. 1). They have 
put the headline of the ad in a reverse 
block shaped like a calculating machine 
—and, in the background, put some 
light line sketches of an office scene. 
Now the only reason for putting the 
headline in this shape—and using this 
kind of an illustration—is because some- 
body thought that this would be a good 
way to attract attention to the ad—to 
get people to stop and read it. Well, 
what happened? In this particular is- 
sue of Business Week, the average one- 
page, black-and-white ad was seen by 
10% of the readers. This Marchant ad 
was seen by 9% of the readers. So these 
devices—and that’s what they are— 
didn’t work. They failed to draw even 
average attention to the ad. 

Here is an ad put out by Master 
Electric Co. (Fig. 2). The advertiser has 
gone to an all-over bleed red plate as 
background for this ad. As before, this 
has nothing to do with the message of 
the ad. So this bleed and color must 
have been used with the idea that it 
would stop more people. Again, it was 
a device to get attention to the ad. 
Well, what happened? This was in the 
same issue as the Marchant ad, and 
again the average of all one-page ads— 
in this case, one-page, two-color ads— 
was 10% noted. This Master ad got a 


9% noted. So once more, here is a de- 
vice which failed to work. The ad was 
below average in its noted score. 

Here’s an ad (Figure 3) by General 
American. You'll notice that in this 
case they put the copy in a reverse 
block. Again, this has nothing to do 
with the message of the ad, the con- 
tents of the ad, so it must have been 
done with the idea that it would stop 
more people or get more people to read 
the message. In this particular issue of 
Business Week, the average ad was 
seen by 15% of the readers and read by 
5% of the readers. This ad was seen by 
9% and read by 2%. So, whether we 
judge this ad on the basis of its noted 
score, or on the basis of its read-most, 
it failed to come up to average. Once 
more, here is a device that failed to 
work. 


Forecasting readership 


Now-—it is all very well to look at 
the Starch reports after such ads run 
and say—h-m-m-m-m—poor ad—but how 
do you tell beforehand that such tech- 
niques won’t work. 

We took a lot of ads—about 2000 al- 
together—and laid them out on the 
floor, groups at a time. We stuck them 
up on walls. We looked and looked at 
them trying to find out what it was 
that made the big difference between 
ads that get a high rating and ads that 
get a low one. Gradually we came to 
realize that there is a visual aspect to 
an ad that in most cases is a major 
factor in determining its Starch noted 
rating—regardless of headline, or pro- 
duct, or even of what magazine the ad 
runs in. It is the poster effect of the ad 
—we've called it visual magnetism—the 
ability of the ad to catch and hold your 
eye as you glance at a page. We found 
that you can actually measure this 
visual magnetism. And we found that 
in 60 to 85 percent of all ads, depend- 
ing on the book, the Starch noted rat 
ing will be pretty close to this visual 
magnetism score. 

And—even more important—an ad 
will almost never get a lower Starcl 
score than its visual magnetism rating 
unless you go out of your way to mak« 
the ad a phony. In other words, if you 
give your ad good visual magnetism 
you can be practically sure it will ge 
a good Starch noted score. 

Let me demonstrate what I mean. . 

Atop the next page are three ads se 
lected as having a visual magnetism o 
visual impact, or a poster effect that i 
typical of ads that get a 23% notec 
score. We say these have a visual mag 
netism of 23. 

Next are three that are typical of ad 
that have 22% visual magnetism. A 
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you'll see, there isn’t much difference 
between these and the ones that ap- 
peared before. Look at the three that 
are typical of 17% visual magnetism. 
That is, you can expect these to get 
about a 17% noted score when they 
run. You'll see they have more artwork, 
more color, the pictures are more 
spread out. But the important thing 
about these ads is that they have a less 
pronounced focal point than the ones 
we've just been looking at. No longer 
is there a single point to look at. 

Now study three ads that are typical 
of 13% ads. You'll see that the focal 
point has deteriorated even further. 
The ads are becoming more compli- 
cated—confusing—they have almost com- 
pletely lost their focal point. 

It’s important to remember that these 
ads are not unusually bad—jn fact, 
they’re just barely below average for 
ads in Business Week. 

Notice the three ads that are typical 
of ads which get 7% noted score. We're 
getting down near the bottom of the 
scale. The focal point has completely 
disappeared. In fact, these ads are just 
a mass of various shades of gray. And, 
finally, we get. down to. . . our stinker 
sheet, which is the all-type ad. Visually 
this is worth 5%. In other words, unless 
there is something of more than usual 
interest in these ads, they will get a 
5% noted rating. So you can see, we 
have visual magnetism ranging from 
23% down to 5%. 

Let me show you how this works. 
Here’s an ad (Fig. 4) with good visual 
magnetism (note the man’s hand). Your 
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eye looks right into this spot and re- 
mains right there until you have ab- 
sorbed the message from the picture. 
Now let’s put this on one of our groups 
of ads and see how it looks. The ad is 
on the 10% row (Fig. 5), and you'll see 
that as you let your eye run across 
these ads, the Worthington ad stands 
out. It catches your eye much better 
than the ad on either side of it. So, we 
say this is better than a 10% ad. We 
try it higher up. Here it is on the 14% 
row (Fig. 6)—and we find that you see the 
Worthington ad before you see the ads 
on either side of it. So we say it’s better 
than a 14% ad, and we try it higher 
up. Here it is on the 22% row (Fig. 7). 
Now we find that the ad looks pretty 
much at home. It’s about on a par with 
the ads on either side of it. You neither 
see it ahead of the other ads—nor do 
u see them ahead of it. So we say 
his is a 22% ad, and when it ran it 
a 23%, noted score—which is about 
as Close as we can come. 
Fig. 8 is an ad with poor visual mag- 
tism. You can look at the parking 
, you can look at the inset or several 
er spots. In other words, there is no 
d focal point to this ad. 
Let’s try this ad on our charts. The 
igner ad is on the 21% row (Fig. 9). 
»w we find that you see the ad on 
ier side of it much better than you 
the Wagner ad. So we say this ad 
‘tas good as a 21% ad, and we try 
farther down. (Fig. 10) on the 15% 
vy, and it still isn’t as good as the 
1er ads on this row. Incidentally, this 
the row that represents the average 
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ad in Business Week. So—we try this 
down farther (Fig. 1z). It looks quite at 
home. It’s just about on a par with the 
ads on either side of it. So we call it 
an 11% ad—when it ran it got a 13%. 
Again, this is about as well as we can do. 


What makes a good ad? 


Now let’s see what it is that makes a 
good ad good. Look at our 23% row 
again. One of the characteristics of 
these ads obviously is that they each 
contain a large picture. So we're likely 
to conclude that if you have a large 
picture you have a good ad. But that 
isn’t the whole truth. A large picture 
helps, but the picture also. has to be 
good. Let me demonstrate. Here (12) 
is a large picture—a good picture. Your 
eye goes right into the nose of this 
plane and stays right there. There's 
nowhere else to look. This ad has good 
visual magnetism. In fact, it fits on the 
23% row on our chart—and when it 
ran the first time it got a 21%, when it 
ran the second time it got a 25%, so 
the average Starch rating has been ex- 
actly 23. 

But let’s look at another ad. Here’s 
an ad (73) with as large a picture but 
not quite as good visual magnetism. 
You can look at Betty Furness—you can 
look at the child, or her parents, or the 
elevator panel, or the headline—so this 
ad doesn’t have as good visual magne- 
tism as the one before. In fact, this fits 
the 18% row on our chart—in spite of 
it being just as large a. picture—and 
when it ran it got a 19% noted. 
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Size isn’t everything 


Here’s an ad by Borden (14) — which 
has about as large a picture as the 
other two, but photographically a much 
poorer picture. This is a laboratory 
scene with several technicians working, 
and all their apparatus. It is very hard 
t» find any particular place in this ad 
t» look. On our charts this rates a 12% 
-and when it appeared it got a 13% 
noted. So you can see a large picture is 
1ot the entire answer—because this 
orden picture is the same size as the 

nery picture which we looked at 
« rlier. 


Let me show you one point about a 
cture which is well to keep in mind. 
ere is a pix (75) with nothing par- 
cularly distinctive about it—except 
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that it has an excellent vanishing point. 
Your eye goes right down to the end 
of this road and it stays there. When- 
ever you have a picture like this, you 
probably have one with good visual 
magnetism. In this particular case the 
ad rates a 22 on our chart—and when 
it appeared in Engineering News- 
Record it got a 21% noted. 


Silhouettes are good too 


At this point you may have the im- 
pression that the only good pictures 
are square halftones. This is not neces- 
sarily true. Lets’ go back and look at 
some good ads. Look at the 21% and 
20% rows, and you'll note that only 
three of these ads are truly square half- 
tones. So, while there’s nothing wrong 
with a square halftone, it is perfectly 
possible to have good visual magnetism 
with a silhouette—providing the picture 
is the right kind of picture to start 
with. All too often you go to a sil- 
houette because the picture isn’t any 
good in the first place, and you feel 
that if you take the background away 
somehow you might improve it. That 
seldom happens. A background gives 
depth—gives a third dimension to a pic- 
ture. When you take it away you lose 
this depth, and the picture suffers as a 
consequence. But if you have a picture 
that still has depth with the background 
eliminated, such as this one (76), where 
you have the highlights and the sha- 
dows on the legs and on the back that 
give it the third dimension that you 
need—then you have an ad which will 
get a good rating in spite of the silhou- 
ette. On our charts this ad rated a 21 
—when it ran it actually got a 2g. 

Or take this one (77). Again, the 
highlights give this a third dimension, 
a depth, that is necessary for a good 
picture—and when you get this depth 
you will get a good rating with a sil- 
houette. In this particular case the ad 
was a 21 on our chart—when it ran it 
actually got a 22. 


Drawings with focal points 


Now you may have gotten the idea 
from all this that the only good pictures 
are photographs—but that also is not 
necessarily true. Take another look at 
our 23% and 22% rows, and while four 
of these are photographs, two of them 
are drawings. So you can get a good 
rating with a drawing as well as with 
a photograph. But these are good draw- 
ings. They have a good focal point. 
They have good contrast, good depth. 
What happens all too often when you 
go to a drawing is something like this 
(78), you get a grayness, and you get 


too many people in it. For example, 
your eye should go to the center of 
this picture and yet that’s the lightest, 
the grayest, the most uninteresting part 
of the whole picture—and it has all 
these people around it pulling your 
eye away. This ad gets a 13 on our 
chart, and when it ran it got a 14—but 
that’s not because of the wash drawing 
—it’s because the drawing itself was 
not good. It is photographically poor. 
It had a poor focal point. 

Well, you may ask what about 
scratchboards, which are never gray; 
they’re always black or white. Here is 
a typical scratchboard drawing as we 
see it so often (r9)—no grayness, but 
far too busy. This drill in the fore- 
ground, this whole zigzag arrangement, 
gives you poor visual magnetism. This 
ad got only a 12 on our chart—when it 
ran, it actually got a 16—a little better 
than we predicted, but still just average 
for an ad. 


Gray photographs 


Photographs can be gray too. Here’s 
a photog (20), which was basically a 
good one, but by going to the high key, 
by going to an all-over gray background 
and surprinting the headline and the 
copy on the background, Remington 
Rand has made the headline and the 
copy a part of the illustration, and con- 
sequently has diluted the focal point. 
This got a 16 on our charts—and got a 
14 when it ran—because the photograph 
was spoiled by making the copy and 
headline a part of it. 

One of the big disappointments to 
me has been to learn that white space 
has no visual magnetism. Here’s an ad 
that I always (Fig. 27) liked—these foot- 
steps coming across the white space— 
but when we put it on our charts, it 
got a 10—and when it ran it got a 10. 
If you stop to think about it, white 
space obviously cannot catch your eye 
because there is nothing there to catch 
it with. If the illustration for this ad 
had been a reverse—with white foot- 
steps across a black field—it probably 
would have done much better. 


What about position? 


So much for the illustrations. What 
about their position? Here is a G-E ad. 
The picture at left (22) shows how the 
ad actually appeared—and you may 
recognize it as one of our exhibit ads 
on the 21 row. In other words, it is 
typical of an ad that will get a 21% 
noted score. How would that ad do if 
the picture had been at the top instead 
of the headline—or how would it have 
done if the picture had been at the 
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bottom? We couldn’t run it in either 
of those ways since this is not one of 
our accounts—but we could cut up tear 
sheets, rearrange the elements, and then 
try these “revised” ads on our rating 
sheets. This is what we found. This ad 
of course has a visual magnetism of 21. 
When you put the headline under the 
picture, then the visual magnetism goes 
up by a point or two. In other words 
this is worth 22 to 2g in visual 
magnetism. (23) 

But if you put the picture at the 
bottom, you lose two or three points. 
In other words, this has a visual magne- 
tism of 19 or 20. (24) 

So, we don’t say . . . never put the 
headline at the top or the picture at 
the bottom, but we do say . . . don't 
do that because you think you will get 
more attention. This layout here in 
the middle, with the picture at the 
top, the classic picture-headline-copy 
arrangement is the layout with maxi- 
mum visual magnetism. That’s the one 
to use when you want maximua 
attention. 


Color can detract 

One of the puzzling things abot 
Starch ratings is why two-color ads don 
do any better than _black-and-whi 
ones. Visual magnetism shows us wh’. 
While it is possible to use color in suc 
a way that you get more attention 
the picture, it is also possible to u 
color in such a way that you take tl 
reader’s attention away from the pi- 
ture. As a matter of fact, it is very hard 
to make a really poor ad—say a 7% al 
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. without having a second color to help 
u. What happens is that as many 
ople use color poorly as use it well, 

that when you take the averages, 
lor doesn’t appear to help at all. 
Look at our 23% and 22% ads 
ain. The Western Union ad shows 
.e ideal use of color—color that draws 
attention to the photograph, to the il- 
stration. The Aluminum ad shows 
od use of color too. Now let’s look at 
me other uses of color. Here’s (25) an 
addy ad—but color saves it. Color draws 
yur eye to the illustration. Conse- 
quently, on our charts this ad rates 18 
-when it ran it got a 21. Without 
color, I’m sure it would have been 
down around 12 or 13. Let’s look at 
another (26). Here’s how to use color 
when you don’t want to either help or 
harm your Starch ratings. In fact, you 
may not even see the color—its’ down 
here in the trade mark. Just why 
Mathieson would spend $420 for this 
amount of second color I don’t know— 
but I’m sure that the ad would have 
done just as well in black and white as 
it did in color—and no better. It ranks 
ig on our chart—when it ran it actually 
got an 14, and if it had been black-and- 
white I’m sure it also would have got- 
ten an 18. 

Now let’s see how you use color 
when you want to hurt your rating. 
Pure Oil (27) took some trouble and 
expense to get a very good picture, and 
then they put a big color blob right up 
in the picture to pull your eye away 
from it. On our chart this ad gets a 14 
—when it ran it got a 10—and I’m rea- 
sonably sure that without the color it 
would be worth 17 or 18. So here’s how 
you use color to hurt your rating—you 
use color in such a way that it pulls 
your eye off of the picture. As I said a 
minute ago, it’s much easier to prepare 
a really poor ad if you have a second 
color to use in this way. 
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Emphasize main picture 


Now what can you learn from all of 
his? Let me show you two examples 
rom our own experience. Here on the 
ft (28) is an advertisement prepared 
3 Carborundum Company some time 
go. As a matter of fact, we prepared 
his just before we had completed our 
isual magnetism charts. We were sure 
t that time that you should tell as 
uuch of your story as possible with 
our picture—if that can be done—be- 
ause when you tell your story in the 
victure, then three times as many peo- 
le will get it as when they have to 
ead the words to learn what you are 
alking about. That’s true because, on 
he average, about three times as many 
seople see the picture as read the text. 
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As I say, we had learned this much and 
we had gone to considerable trouble to 
get a picture that did tell our story. 
In this case the man is holding this 
insulating brick in his bare hand, even 
though one end of the brick is white 
hot. (At least he held it long enough 
for the photographer to get the pic- 
ture.) So we were quite proud of this 
ad. But after we had placed it in Steel 
Magazine, and before we had gotten 
the Starch score on it, we had com- 
pleted our visual magnetism charts and 
we were mortified to discover that this 
ad rates only a 10. The headline fights 
the picture for attention. The second 
picture fights with the main picture for 
attention. It is just a poor layout. And 
when the Starch score came out, it 
didn’t even do this well. It got a 6% 
noted and a 4% read-most. 

We were scheduled to run this ad 
later. Rather than repeat it we got 
Carborundum’s permission to make the 
plate over again. This time we dropped 
color and substituted bleed, which cost 
about the same. We dropped the small 
picture and took maximum advantage 
of the main picture. Other than that, 
everything is the same; there isn’t a 
word changed in the text—and yet this 
ad rated 23 on our visual magnetism 
charts. When it ran it got a 24% noted 
and a 9% read-most. So, by changing 
from the layout on the left to the lay- 
out on the right, we increased our 
noted score from 6 to 24 and we in- 
creased our read-most score from 4 to 9 
—without changing a word of our 
message. ; 

Here is another example (29). On 
the left is a two-third page ad that ran 
in Business Week two years ago and got 
the very commendable rating of 11% 
noted and 5% read-most. However, this 
little figure down near the signature 
was apparently seen by nobody. The 
account man wanted to know whether 
I thought the ad would suffer if we left 
this fellow out. I was sure the ad would 
not suffer—and I suggested that if the 
space were taken to make the main il- 
lustration bigger the rating might go 
up. The account man had the ad re- 
done—he not only left out the figure, 
but he “flushed up” the copy which 
gave a little more room. He took the 
shadow out from under the picture, 
which gave still more room. The main 
illustration now is actually four times 
the area that it was before. When this 
ad ran it got a 30% noted and a 12% 
read-most. So here again, with no change 
whatsoever in copy, no change in the 
message, the noted rating was increased 
from 11% to 30%, and the read-most 
rating from 5% to 12%. 

Up to now I have been discussing 
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only visual magnetism. I can’t over- 
emphasize visual magnetism—because 
in my opinion it determines the noted 
rating—and consequently to a very large 
degree the read-most rating—in 60 to 
85% of all ads. In Business Week it 
will determine the noted rating in 80 
to 85% of all ads. 

One very interesting thing about 
these visual magnetism charts, though, 
is that you can predict the rating that 
the ad will get—and then when the 
Starch ratings come out, see how you 
did. We have done that with several 
hundreds of ads altogether, and when- 
ever we were badly off on a rating, we 
would set the ad aside. On the one 
hand we put the ads that got a higher 
rating than we expected. On the other 
hand we put the ads that got a lower 
rating than we expected. When we 
had collected enough of these higher 
and lower ads, we took a look at them 
—to see if there was any reason why 
they should get different scores than we 
predicted. 


“Not ad ry dahl ” low 


When we looked at the ads that got 
a lower rating than we had expected, 
it was very obvious as to why. They 
fell into two classes. One group of ads 
had pictures that were quite evidently 
not understandable to the readers of 
the magazine. For example, readers of 
Business Week don’t understand what 
a turret lathe is, and an ad that shows 
a turret lathe would get a lower rating 
than we would expect. The same thing 
is true for ads that show transformers, 
for example—when the ad appeared in 
Business Week. 

The other group of ads that got a 
lower score than we predicted were ads 
where the illustration was a “phony.” 
It shows the happy office manager smil- 
ing at his happy secretary who is smil- 
ing as she shows how nice the file- 
cabinet drawers go in and out. It shows 
the happy painter looking at his paint 
catalog and smiling at the readers. Or 
it shows a can of paint made into a 
statue about the size of the Washington 
Monument. They’re all cases where the 
picture is simply not believable—and 
when that happens the ad gets a 7% 
noted. Why 7% I don’t know, but al- 
most always, regardless of how good the 
visual magnetism is, if the illustration 
is a “phony,” the ad gets a 7% noted. 

Then we took a look at the ads which 
got a better score than we had expected. 
And here also the reason was obvious. 
These ads were more interesting than 
usual. I think it is a reflection on us 
advertising people that only 15% or so 
of all ads are interesting—but that ap- 
pears to be true. 
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The surest, easiest way to make an 
ad interesting is to include news in it. 
Bethlehem Steel (30) does it regularly. 
Here is a picture and a story that prom- 
ises to be news. And so, instead of 
getting the 20 points that visual mag- 
netism would lead you to expect, this 
ad got a 37% noted rating. And let me 
show you why I am sure this ad is more 
interesting than normal. With the aver- 
age Business Week ad, one third of the 
noters become readers. In this ad 16 of 
the 37 noters read _ it—considerably 
higher than that three-to-one ratio. 
This is almost always true when you 
have an ad that is interesting. Here’s 
another ad (37) more interesting than 
usual. This shows how the Queen of 
Bermuda came to the rescue of the 
Student Prince—and saved her crew 
two hours before the Prince sank. Of 
course® this was done with the aid of 
Sperry equipment. Visually, this ad 
isn’t so good—it’s worth a 16—but when 
it ran it got a 33 with a 21% read-most, 
again, showing a high conversion of 
noters into readers. This one (32) 
visually is worth only a 5. But it ap- 
peared right after the steel strike last 
summer, . . . so this ad, instead of get- 
ting a 5% noted, got a 19% noted— 
and an 8% read-most. 
Now the interesting thing is that the 
Kethlehem ad started at a 20 visually, 
id actually got a 37. The Sperry ad 
tad a 16 visual rating and got a 33. 
his ad started at a 5 and went up to 
19. So, in each case, the interest fac- 
tor added 14 to 17 points to the score— 
ut this ad, because it started at a 5, 
ound up with 1 point less than the 
ethlehem ad which started at a 20 
nd went up to a 37. 
There’s another way you can make 
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an ad interesting, and that is by show- 
ing the picture of an interesting subject 
—not necessarily the subject you're ad- 
vertising, but something that readers of 
the magazine are interested in. For 
example boats. In a Plaskon ad (33) — 
advertising a plastic but showing a 
boat. Visually not too good—too much 
white space—probably about a 14. When 
it ran it actually got a 35. However, 
because the interest was in the picture 
and not in the subject of the ad, the 
read-most was only 7, just barely above 
normal. Maybe this is all right, since 
the casual reader will probably conclude 
from looking at the signature, looking 
at the headline, and looking at the 
picture, that Plaskon makes plastics out 
of which boats can be made. If so, he’s 
gotten the message of the ad. 

Automobiles, airplanes usually, sports 
scenes such as fishing, all do the same 
thing. In fact, antique automobiles or 
flashy cars of the future are probably 
the surest-fire interest arouser of any- 
thing you can use. 

But you don’t have to have a picture 
that’s foreign to your message. For ex- 
ample, Metropolitan Life uses a perti- 
nent picture in this cancer ad (34) and 
instead of getting the 18 that visual 
magnetism called for, gets a 28—in this 
case with an 11% read-most, which 
shows that here the interest is carrying 
into the copy as well. In fact, Metro- 
politan Life seldom misses, and when 
they show a picture of a man instead of 
a woman they do even better than this 
in Business Week. 


Human interest boosts noted 


Besides news and interesting products 
or products with reader interest, there 
is also human interest. So you get such 
ads as this. Here (35) is Rin-Tin-Tin 
with a wristwatch on his paw, and in- 
stead of getting the 23% noted that 
you would expect from the visual mag- 
netism, you get a 29%, noted. Again, the 
interest does not carry through to the 
copy—read-most was only 6%—but if 
you’ve ever read one of these ads, you 
get the message when you simply read 
the headline and see the logotype. You 
know Rin-Tin-Tin gets there on time 
via Air Express. (In this case, it is Rin- 
Tin-Tin on TV film.) 

And that brings up the question that 
somebody is always raising—what would 
a bathing beauty do to a Starch rating? 
She will raise the noted rating too. 
Visually this ad (36) is only a 22. I had 
my ten-year-old daughter check it to 
make sure I wasn’t prejudiced. It actu- 
ally got a 33% noted score. But here 
again, the ad got only a 5% read-most 
—which is just average. What kind of a 
sales message do you get when you read 








the headline, and look at the picture, 
and look at the signature, only? I asked 
the account executive who prepared this 
campaign and he answered by saying 
that this type af approach was no longer 
being used—which I think answers the 
question. So—you can get a high noted 
score by using a bathing beauty—Miss 
Chicago of 1954 in this case—but you, 
the agency, or the advertiser must de- 
cide whether that accomplishes your 
purposes. That is something that 
Starch doesn’t pretend to measure. 


Specific interest ads 


These examples of high-interest ads 
are all from Business Week—but they 
will hold pretty much for any book. 
These ads were interesting to men in 
general. 

In addition to ads which seem to 
interest all men, there are also ads 
which are of more than ordinary inter- 
est to the readers of a particular book. 
You don’t notice that very much in 
Business Week because by and large 
Business Week goes to a very general 
cross-section of businessmen—without 
enough of them having special interest 
in one kind of business or another to 
influence the ratings. However, even in 
Business Week you do find that there 
is a lot of interest in business offices— 
so an ad like this (37) which shows the 
movable walls used in making up an 
office gets a bonus rating in Business 
Week—where it probably would not 
get such an extra rating in other trade 
books. In this particular case, the visual 
magnetism is low—10—but the ad actu- 
ally got a 20% noted rating. Or to take 
some office equipment as this (38) 
photo-copy machine. It’s a horrible ad 
from visual magnetism standpoint— 
about 7—but product interest pulled its 
rating up to a 14. These two types of 
products—layout and furnishings for 
executive offices—and office equipment— 
are the only two products that as such 
seem to be of unusual interest to Busi- 
ness Week readers. 

When you get to a book like Engi- 
neering News-Record, though, a_sub- 
stantial part of the circulation consists 
of civil engineers. Many of them are 
engaged in bridge building or bridge 
designing—almost all of them studied 
that in school. And consequently when- 
ever you get an ad that shows a bridge 
like this (39) you find the rating is 
about twice what visual magnetism 
would lead you to expect. In this case, 
visually the ad is an 18—it actually got 
a 31. Whenever you have an ad in 
Engineering News-Record that shows 
a bridge—or shows steel work under 
construction—the same _ thing will 
happen. 
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Speedy and Fast-Climbing Navy Fighter 
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In Aviation Age it’s planes in flight 
—like this. (yo) Visually it’s a 15. It actu- 
ally got a 27. Whenever you find a 
plane in flight in an Aviation Age ad, 
the rating will always be higher than 
you would expect based on _ visual 
magnetism. 

Incidentally, I have often heard peo- 
ple say—“Don’t show a plane in an 
aviation magazine—the readers are sick 
of seeing them.” Quite evidently they 
are not. In fact, that’s why they read 
Aviation Age—because they’re interested 
in planes—and the Starch ratings show 
this. 
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In Factory magazine it’s lift trucks 
as in (42). Visually a 19—it actually got 
a gg—with a read-most of 16. Again, 
this shows that carry-through of reader- 
ship that goes with interesting subjects 
as opposed to just interesting pictures. 
Lift trucks will always do this in 
Factory. 

So, for example, if you were a manu- 
facturer of storage batteries which are 
used in lift trucks—then for goodness 

,sakes show a picture of the truck, and 
not of the battery—and get a bonus of 
extra readers. 
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n Purchasing magazine, it seems to 
b a catalog-type of picture that gives 
y 4 a bonus rating—like this ad (42) 
« ich got a 29% noted — while the ad 
s) »wing product in use (43) got only a 
1 That's understandable. That’s the 
k id of pictures purchasing agents work 
w ch. 

[In Machine Design—or in any design 
p:per—it is not the type of product that 
is of interest, but a type of information 
tl at the ad carries. Three types of ads 
d very well in design papers. One 
(;4) features a line of products. This is 
not a “everything we make” ad—but 
rather “here are g types to choose 
from.” Inherently an ad like this has 
poor visual magnetism because it shows 
too much—this one has a 10—but in- 
herently it will get a good Starch rating 
because it has this “line of products” 
approach. In this case it got a 27% 
noted. 

A second type of ad that will do well 
in the design paper is one that features 
“how our product works” or “how you 
use our product.” This ad actually says 
“How a Centric Clutch Works.” Visu- 
ally it’s only 11—it actually got a 24% 
noted, and an 11% read-most. Very 
high in the read-most, showing interest 
in the subject. (45). 

The third type of ad that works with 
a designer is “how our product differs” 
—and here you must be factual. You 
can’t just say lighter, stronger, faster— 
you’ve got to spell out the difference in 
a convincing way. Here’s how Link- 
Belt does it, and gets a 24% noted 
versus 14 for visual magnetism. (Note 
the Starch labels on this ad.) (46). 

Incidentally, designers apparently are 
not interested in case histories. You 
cannot raise their interest by telling 
them who is using your product. Some- 
times you capture their interest by 
telling them why someone is using your 
product. But you’re much safer with 

line of products how your 
product works or how you use it. . 
or in what way it is different. 

This does not rule out visual mag- 
netism, however. We resolved to see 
what happens when you combine a 
“how you use our product” with the 
best possible visual magnetism and came 
up with this (47). Visually it’s an 18 — 
vhich is about as good as you can do 
vhen you have this kind of a story to 
tll. It has gotten a 31, a 34, and a 35 
it Machine Design and is one of the 
lighest ads that has ever been checked 
'y Readex in Product Engineering. 
lacidentally, it’s been a top inquiry- 
} uller, as well. 

Now let me answer four questions 
tiat are always asked. The first ques- 
ton is this: “Don’t headlines play any 
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part?” The answer is . . . yes, they play 
an important part in read-most. They 
seldom play a part in the noted rating 
—unless you have a picture that requires 
a headline to explain it. In that case, 
and so far as I know omly in that case, 
is the headline important to the noted 
rating. 

The second question takes this form 

. . I make boilers, and only 10% of 
the readers of the book are prospects 
for my boilers . . . or my turbines or 
my cranes. I got a 10% noted rating; 
why should I want any more? 

The answer is—if in that 10% you got 
all your prospécts you should be very 
happy. As a matter of fact, there’s noth- 
ing more I can tell you. However, all 
the evidence that we have gathered so 
far points to the fact that you do not 
single out all your prospects with an 
ad—that if you got a 10% noted rating 
you probably got about 20% of your 
prospects. On the other hand, if you can 
raise your noted rating to 25%, then 
you will probably get about 50% of 
your prospects. 


What about look-alikes? 

The third question usually takes this 
form—what is going to happen when 
everybody starts following this tech- 
nique? Won't all ads look alike and 
defeat the system? 

There are at least three answers to 
this question. 

In the first place, not everybody is 
going to go to this kind of technique. 
There are very few who are now writ- 
ing ads as well as they know how, and 
I have no great hope that many more 
will mend their ways in the future. 

That question can also be answered 
this way—when you prepare the best ad 
you know how to write, do you then 
deliberately run it in a magazine that 
has the poorest readership—because you 
don’t want the editorial matter to com- 
pete with your ad? Of course you don’t. 
You obviously want your ad run in the 
best-read book so more people will come 
across it. And I think the same answer 
holds if everybody would go to good 
advertising techniques. Readers would 
find magazines of more interest. They 
would read them more carefully. And 
as a result your ad would get even bet- 
ter readership—providing you too stick 
to the best possible techniques. 

However, I think the real answer to 
the question is this. Remember what I 
said at the start. Don’t write an ad to 
get a high Starch rating. Write an ad 
to get across a message. Then lay it out 
to get as much attention as possible, 
using these techniques that I have out- 
lined. If you do this, your ad can’t look 
like anyone else’s—unless your message 


cont'd 


is exactly the same as someone else’s. 
Many ads may conceivably have big 
dominant illustrations—but unless the 
ads are trying to tell the same point, 
the illustrations will be different—and 
the ads will not look alike. As long as 
the story different advertisers are trying 
to get across is different, ads will look 
different to the reader—just as different 
columns of a newspaper attract differ- 
ent readers. 

The final question is this. Doesn’t 
this eliminate the need for creativeness? 
If you ask that question, then you've 
never tried to write the kind of ads I’ve 
been describing. It changes the kind of 
creativeness. It makes the copywriter 
assume the creative burden, because no 
longer can he write copy and then tell 
the art department to make it interest- 
ing. It puts much more importance on 
pictures. Mostly—it means that ads must 
be written visually—with layout in 
mind. What you show, it turns out, is 
some three times as effective as what 
you say. Therefore it is silly to waste 
your illustration by showing art designs 
—or to show something that is really 
nothing more than a pun on the head- 
line. Try writing some ads like I've 
described . . . try finding pictures that 
really tell your story—simple, dramatic 
pictures—try writing an ad so interest- 
ingly that there is no temptation to use 
art devices—try writing an ad so com- 
pellingly that the editor would be glad 
to use it in his type of format. That is 
a real challenge to creativeness. 


Do's and don’ts 

In summary: 

Don’t make good Starch or Readex 
or Shepard scores your objective. 

Figure out just what message you 
want to get across to your reader. 

Then figure out what one or two or 
three pictures will get that message 
across . . . with as little help from the 
headline as possible. 

Then get those pictures . . . photo- 
graphically good pictures simple 
pictures . with a good focal point 

. with depth and good contrast. 

They lay out the ad so nothing fights 
with the picture .. . the main picture 
. . . for attention. No color blobs. No 
art gimmicks . . . No tricky shapes... 
No secondary picture, even, unless it is 
kept small. 

Then run your ad in a Starched or 
Readexed or Sheparded or Fosdicked 
book .. . and sit back and relax. 

You'll like the results. You'll find 
yourself joining a lot of others who are 
making a good impression on their 
bosses by showing that they are getting, 
consistently, more results for their ad- 
vertising dollar. * 
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TOPS IN KANSAS CITY 


14 certificates of merit, a club medal, and the Earl Gross layout 
award recognized the best advertising and editorial art and 
design created in the Kansas City area during the past year. 
Exhibition was on display at Duff and Repp-Robert Keith store for 
a week. Show chairman was Thomas R. Korchak of Rogers & Smith, 
Potts Turnbull Advertising. This was KCs third show. It was 

judged by Andrew Armstrong, creative head of Chicago’s Leo 

Burnett agency; H. Chandler Holmes, corporate advertising 

manager of Monsanto Chemical Corp., and Edward T. Ryerson 
of S. Frederick Anderson Studios in Chicago. Some of the 

winning pieces are shown here. @ 
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RABIES VACCINE 








1) Certificate 
AD: Hal Sandy 

Art: Lois Tischler 

Photo: Harry Philpott 

Agency: Hal Sandy Assoc. 

Client: Int. Sorority of Beta Sigma Phi 











Trade periodical ad art 
AD: Jack O’Neal 

Art: R. A. Daughters—Moyer-Crandall Studios 
Agency: Potts-Woodbury, Inc. 

Client: Kansas City Southern Lines 













3) Magazine ad art, general 
AD: Bob Holloway 
Art: R. A. Daughters—Moyer-Crandall Studios 
Agency: Carter Advertising 
Client: Puritan Compressed Gas Corp. 









4) Newspaper ads 

AD: Dick Prezebel 

Art: Bob Sokoloff 

Agency: Potts-Woodbury, Inc. 
Client: KCMO 


Earl Gross Layout Award 
Design of complete unit 
Booklets, direct mail, catalogs 

AD: Robert Townsend 

Art: Frederic James 

Agency: Townsend Wililams Inc. 
Client: Kansas City Life Insurance Co. 




























6) Magazine fashion art 
AD: Earl Radford 
Art: Commercial Photo, Inc. 
Agency: Valentine-Radford 
Client: Putsch’s 210 


7) Posters, car cards, etc. 
Art: Smolen Assoc., R. L. Edgerton 
Client: H. D. Lee 


8) Point-of-sale art 
AD: W. J. Van Wormer 
Art: Ted Hawkins, Bill Nye 
Agency: McCormick-Armstrong 
Client: Quality Chekd Dairy Prod. 


9) Posters, car cards, calendars, others 
AD: Bob Holloway 
Art: Moyer-Crandall, Nelson-Atkins Gallery 
Agency: Carter Advertising 
Client: Flour Mills of America 


10) Trade periodical ads 
AD: Ray Ottinger 
Art: Ray Ottinger, Barbara Blumenthal 
Agency: Hal Sandy Assoc. 
Client: Jensen-Salsbury Laboratories 












rochester’s best... 


“To bring before the public the outstanding 
advertising art and design produced 
during the past year by Rochester 
crafstmen, and to impress upon the public 
the fact that Rochester ranks with the top 
cities in the field of graphic arts.” 

This was the stated purpose of the 2nd 
Annual Exhibition of advertising art and 
design sponsored by the Art Directors 
Club of Rochester. The show ran through 
the last three weeks of April at the 
Memorial Art Gallery. Co-Chairmen were 
Paul Falk (AD and vice president, Angle- 
Genesee Corp.) and John Gordan 
(Manager, Industrial Sales Division, 
Hickok Mfg. Co.). Judges were Mrs. 
Gertrude Moore (Director of the Memorial 
Art Gallery); George Beck (Manager, 
Industrial Design Dept., General Electric 
Corp., Syracuse); Arthur Lougee, (Director 
of Ford Publications, Ford Motor Co.). | | 
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Some of the winners of the Rochester 
Art Director’s Award are shown here. 
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Books, typography, miscellaneous 
AD: Richard Williamson 

Art: Williamson Associates 
Design: Dan Gorski 

Agency: Smith-Hart Co. 

Client: Williamson Associates 


Car cards 

AD: Walter Kornrick 
Art: Walter Kornrick 
Design: Walter Kornrick 
Agency: Case-Hoyt Corp. 
Client: Michaels Stern Co. 






Packaging 
AD: Dean Reynolds, Richard Williamson 
Art: Paul Miller, Chet Harkola 

Design: Paul Miller 











24-sheet posters 
AD: J. Erwin Porter 

Art: Anton Kurka 

Agency: Rogers & Porter 
Client: Genesee Brewing Co. 








Trade magazines 

AD: Samuel Spezio 

Art: Herbert Archer 

Design: Samuel Spezio 

Agency: Chas. L. Rumrill Co. 

Client: D.P.I. Div., Eastman Kodak Co 














Annual Reports 

AD: Kevin Barry 

Art: Al Wilson, Adolph Jeff 
Design: Joe Josephson, Kevin Barry 
Agency: Canfield & Tack 

Client: Sibley, Lindsay & Curr Co. 


Spot illustrations 

AD: Kevin Barry 

Art: Al Wilson 

Design: Al Wilson 

Agency: Democrat & Chronicle 
Client: Sibley, Lindsay & Curr Co. 


National magazine illustration 
and ad art 

AD: Fay Harned 

Art: John Gould 

Design: Edward Hurst 
Agency: Chas. L. Rumrill Co. 
Client: Stromberg-Carlson Co. 


Periodicals, not trade 

AD: Victor Boero 

Art: J. Josephson 

Design: Victor Boero 

Agency: Chas. L. Rumrill Co. 
Client: Milapaco Div., Smith Lee Co. 


Company publications 

AD: I. Liebowitz, Fay Harned 
Art: I. Liebowitz, James Peck 
Design: I. Liebowitz 

Agency: DuBois Press 

Client: Chas. L. Rumrill Co. 
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People who have followed this develop- 
ment all seem to agree that there has 
been no more striking—or surprising— 
development in postwar advertising art 
than that in Japan. Great as one’s ad- 
miration may be, however, one must 
always be on one’s guard against accept- 
ing as good or original what is in reality 
just strange or unusual. We are for in- 
stance, or we should be, capable of 
judging Western calligraphy or con- 
structed lettering and declaring it good 
or bad as the case may be. But what, 
since we cannot possibly know the 
archetypal forms, can we think in the 
face of Japanese calligraphy except that 
this completely meaningless pattern 
either pleases or fails to please us? 
Despite the enthusiasm of the recep- 
tion by Western countries of modern 
Japanese advertising art, the leading 
artists themselves are far from feeling 
that they can rest.on their laurels, un- 
challenged. Recently an_ exhibition 
called Graphic ’55 was held in Tokyo 
to show the public something of the 
problems of the serious graphic de- 
signer and of the way in which he is 
solving them. The idea for this im- 
portant exhibition (which, it is said, 
is to come to the United States this 
year) sprang less from a desire to show 
off the work of seven of the leading 
designers than from an _ apparently 
deeply-seated fear thet all was not com- 
pletely well in Japanese advertising in 
that it is departing from the principles 











of graphic design and becoming too 
much the province of painters. By and 
large, however, and from what we can 
gather, Japanese advertising art is per- 
haps the classic example in the world 
today that the artist can find the right 
“language” to speak to the public and 
that newspapers and hoardings need 
not be festooned with examples of bad 
taste in order to sell. 


1) Takashi Kono...poster for the Japanese 
Tourist Office 

2) Tadashi Ohashi... one of a series of posters 
for Meiji candies incorporating a pack de- 
signed by Yusaku Kamekura. Poster is silk 
screened in brilliant colors 

3) Yosaku Kamekura .. . typical pack for fruit 


juice sold by the Nippon Breweries 


4) Ayao Yamana... symbol of the Japanese Ad- 
vertising Artists Club 


5) Tadashi Ohashi... motifs used in advertising 
Meiji candy 
6) Tadao Uijhara . . . from a series of small posters 


in three-color silk screen with black outlines, 
for Chochi Soy Sauce Company 


7) Yoshio Hayakawa... poster in full color for 
the Caron Fashion School 


Yoshio Hayakawa... newspaper ad for wom- 
en’s fashion department of Kintetsu Depart- 
ment Store, Osaka. Hayakawa is known for 
his challenging way of integrating lettering 
and pictorial elemens 
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Yusaku Kamelura . .. cover in color for a direct 
mail piece for the Dai-Nippon Printing Com- 
pany 
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JAPANESE ADVERTISING ART 


by Paul Arthur, Assistant Editor, Graphis 











The heart of the matter... 
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Four ways to expose; 
four ways to print 


Color Photography isa traffic signal 
to advertising readers. It says stop, look, 
and remember! 

Color photography is effective in other 
fields, too. It rolls up its glamorous shirt 
sleeves and works hard in sales, training, 
displays—any place where realism, beau- 
ty, and impact are needed. 

Look where you will, you'll see more 
use of color this year than ever before. 

This, then, is what’s behind the in- 
creasing number of Kodak color prod- 
ucts. Products that give art directors, 
advertisers, and their photographers a 
choice—the right color medium for any 
job, at far less cost than when color was 
in its infancy and lacked today’s versa- 
tility. 

What do you want color photography 
to do? Do you know how Kodak’s eight 
ways to color fit into your needs? Here 
is a quick summary of ideas on Kodak’s 
four ways to expose; four ways to print 
—in color. Your photographer can give 
you the complete story. 


Four ways to expose: 

Kodak Ektachrome Film, Kodak Koda- 
chrome Film (35 mm), Kodak Ektacolor 
Film, Kodak Kodacolor Film. 


Way No. 1: For transparencies that 
make your ads sing, that stop the reader 
and make him want—for creative illus- 
tration of editorial pages—for top pho- 
tomechanical reproduction, photogra- 
phers use Kodak Ektachrome (sheet) 
Film almost universally, indoors or out, 
day or night. Ektachrome is about as 
“universal” as any one film can get. 


Ways Nos. 2 and 3: When you're 
developing a colorful presentation, a 
slide show, a filmstrip training lecture— 
get your photographer to show you what 
he can do with Ektachrome or Koda- 


chrome. In 35mm size, Ektachrome gives 
you the same superb color and brilliance 
you expect from the larger sheet-film 
transparencies. And you already know 
Kodachrome slides for their exceptional 
color sharpness and richness. 

Desk-top slide or filmstrip shows—or 
inexpensive color prints assembled into 
dramatic sales kits or presentations—can 
often replace the fuss and bother of cum- 
bersome sample cases. 


Way No. 4: Negative color films, 

for prints. When you know in ad- 
vance that you’ll want color prints, ask 
your photographer about the economies 
of Ektacolor or Kodacolor negatives. 
Where you'll need “extra” color prints 
for presentations, for color in place in 
layouts, for tie-in promotions using du- 
plicate color prints, your photographer 
will find these negative color films the 
logical choice. And you get added value 
from these color negatives when you use 
them to make LARGE display transpar- 
encies on Ektacolor Print Film, from 8 x 
10 inches to 20 x 60 feet (the giant Kodak 
Colorama in New York’s Grand Central 
Terminal was originally on Ektacolor 
Negative Film). 


Four ways to print: 

Type C Kodak Color Print Paper, Type 
R Kodak Color Print Paper, Kodak Dye 
Transfer Process, Kodak Flexichrome 
Process. 


Page previews, before engrav- 
ing, needn’t come at Dye Transfer prices 
any more. Two new Kodak Color Print 
Papers give you color of pleasing quality 
—good enough for any but the most 
exacting demands of photomechanical 
reproduction. 

Type R Print Paper gives you rela- 
tively low-cost prints from existing posi- 


tive transparencies. Type C Print Paper 
is recommended for duplicate color 
prints, when you’re starting from scratch 
with an Ektacolor or Kodacolor nega- 
tive. 

Type C is the positive part of a nega- 
tive-positive color process. The negative- 
positive color relationship is truly versa- 
tile—and economical. You start with a 
good Ektacolor negative; make a Dye 
Transfer print of breath-taking color fi- 
delity for photomechanical reproduction; 
make BIG (or small) Ektacolor Print 
Film display transparencies; and make 
ten or a thousand fine-quality duplicate 
color prints using Kodak Type C Paper. 
Ask your photographer for full details on 
the economies of multiple use. 


For photomechanical reproduc- 
tion or any small-quantity application 
which calls for the best possible color 
rendering, there still is nothing to equal 
the Kodak Dye Transfer Process. 


For any color, any place, any 
time, use the Kodak Flexichrome 
Process and take your choice. Change 
color at will in existing photographs. 
Transform a good black-and-white orig- 
inal into a stunning color photograph 
with full tonal gradations and values. 
Make color changes even at the last min- 
ute, when there’s no chance of a full 
retake. Flexichrome is not a cure-all for 
bad photography, but it does allow cor- 
rections, additions, alterations on good 
existing work. And it is ideal for high- 
fidelity color originals. 


Good photography is advertising’s 
big bargain. Color multiplies the 
bargain. Color stops the eye, sets the 
mood, starts the sale. 








EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 




















ADs really promote show 


Although the gist annual exhibition of 
the Philadelphia Art Director’s club 
ran only two weeks instead of the usual 
four, larger crowds were pulled by use 
of 24-sheet posters, 3D signs at railroad 
stations and banks as well as TV and 
radio promotion. The club policy of 
holding a “small” show, with only out- 
standing pieces selected, was praised by 
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Philadelphia Art Supply Co. 


Philadelphia’s most complete stock of 
art and drawing materials. 

© Craftint 

¢ Zipatone 


* Bourges sheets 
* Kemart materials 
* all graphic art supplies 


Send for our 200-page catalog 
on your letterhead 


S. Eighth St. * Philadelphia 6, Penna. 
Arket 7-6655 * Prompt delivery service 


— 

—_ 

q 
Ait 


























\rt Direction / June 1956 








N. W. Ayer AD Charles Coiner, awards 
dinner speaker. The show was pic- 
torially reported in the April issue of 
Art Direction. 





Rapp Joins ALFA Jean Layton Rapp 

is now with 
ALFA Assoc. Formerly an art director 
at N. W. Ayer, she is turning her varied 
talents to designing, decorative illus- 
tration and packaging. Jean’s interests 
and current projects are as lively as her 
abilities . . . ranging from children’s 
books to decorative murals to stage de- 
sign. 


Philadelphia clips 


Craig M. Bollman, former AD of the 
Ward Wheelock Co. and most recently 
vice president and AD of Patterson Pro- 
ductions Inc., has resigned to establish 
offices at 1700 Walnut St. as AD and 
sales promotion consultant . . . Philadel- 
phia Museum of Art has acquired, by 
gift of Lessing J. Rosenwald plus mu- 
seum funds, the collection of graphic 
work of John Sloan. It is the most com- 
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our commodity : 
the correlation of type 


with advertising design 














Walter T. Armstrong, Inc. 
advertising typographers 
35 N. 10th st., Philadelphia 
WAlnut 2-2176 


















Want help trapping 


that elusive idea? 


Art direction—consultation and design 
Illustration—photography and art 

3 Dimensional art 

Packaging 

Promotional material 


Point of sale 


Phone WAlnut 2-3690 
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plete collection of the artists work in 
the world and includes almost 800 
items . . . Milton Fox-Martin, manager 
of dealer relations for The Wellington 
Co., has been elected president of the 
Sales Promotion Executives Ass’n. of 
Delaware Valley Inc. .. latest addition 
to Mel Richman Studios is ad photo- 
grapher Dan Moerder. He has worked 
for many leading national accounts and 
studied at the Philadelphia Museum 
School of Art . . . Patterson Productions 
has added copywriter Frank Burk to its 
staff. Burk was formerly with Kenyon 
& Eckhardt’s Philadelphia office and 
was also with RCA in Camden. .. . 





Lemuel Line wins Lemuel B. Line, 
Gold Medal award free lance artist, 

is shown accept- 
ing the Gold Medal award as winner 
of one of 26 classifications in the AD 
club of Philadelphia’s 21st annual exhi- 
bit. Judy Lee, WRCV-TV’s weather girl, 
presented the award at the club’s dinner 
meeting. Second from left is W. Frederic 
Clark, president of Philadelphia AD 
club, and AD at Gray and Rogers. 
Charles Coiner, at right, was guest 
speaker. He is a vice president and head 
AD at N. W. Ayer. 
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United Engineers 
uses dramatic 
painting by Stanley Meltzoff to help 
tell its story of its role in the steel 
industry. AD was Charles Eno of Gray 
& Rogers. e 


Engineers & art 





for COMMERCIAL ART, MECHANICALS, RETOUCHING 
AIR BRUSHING, SILHOUETTING, OPAQUING, LETTERING 
CORRECTIONS . . . it’s SMOOTHER, WHITER, FASTER! 
TALENS & SON, INC., UNION, N. J. 
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Yes, new from A... in Venus Italic 
...toZ...in Hellenic Wide... 

New...in its direct, clean speci- 
men pages... in the handy indexing 
and handsome, durable covers. 

New convenience, information, 
help for creative hands and minds 
in every phase of advertising and 
publishing. 

That’s the complete, concise story 
of TYPO-PHILADELPHIA’s latest 
Metal Type Specimen Book. 

With this important addendum: 
A companion volume on Photo- 
graphic Composition will be ready 
on August 15th. 

Slight pause for commercial: We 
honestly believe these two books to 
be the most attractive and compre- 
hensive showings of type specimens 
ever presented by any typographer. 
They are free to all TYPO customers. 
Available to others at $50.00 a set. 
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PHILADELPHIA 7, PA. + WAlInut 2-2715 


NEW YORK OFFICE + THE CHANIN BUILDING +: 122 EAST 42ND STREET: MUrray Hill 2-2560 
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Poster with sizzle This outdoor poster with cutout letters and frankfurter has 

real sales sizzle. It copped first award in the combined poster 
and painted bulletin category in the Local Outdoor Advertising Contest. Judges 
were well known Chicago agency people: Robert Bauer, Leo Burnett Co.; Miss 
Frances Burns, Ruthrauff & Ryan; Miss Katherine Fitzsimmons, McCann-Erickson 
Mrs. Beverly Haldeman, Compton Advertising; Mrs. Frances Harmer, We 
Geller; Jack Varnier, Campbell-Ewald; Blair Vedder, Needham, Louis & Bi 


Filmotype in new plant 


Filmotype Corp., manufacturers of the 
Filmotype Photo-Composition Machine, 
has purchased 30,000 square feet of land 
in Skokie, Illinois, for a new plant. The 
new one-story structure will be tailor 
made for manufacturing the Filmotype 
machine and fonts and will include a 
product development department. 


The Fords in Chicago 


The New York model agency run by 
Gerry and Eileen Ford has been oper- 
ating a Chicago office for a while and 
Gerry Ford, writing in “Spot”, publica- 
tion of the Chicago Photographic Guild, 
reports difficulty in transplanting New 
York models to Chicago. He is trying to 


get better advance information on 
els arriving in Chicago and cites a 
of the difficulties in getting top n 
for Chicago work the lack of ad 
scheduling. “Most of Chicago’s | 
graphic bookings seem to be mad: 
the day before or the same day a 
shooting”, he explains. 

The Fords are also working o 
veloping local modelling talent 
have found promising talent. 


Dunn painting wins in AWS 


Cal Dunn, president of the Artists ¢ 
of Chicago, won the American 

Magazine Bronze Medal in the 
annual exhibition of the Ame 
Watercolor Society for his water« 
“Edge of Town.” 
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CFAC announces annual 
mail ad competition 


Winners in the annual mail advertising 
competition of the Chicago Federated 
Advertising Club will be announced at 
the May 17 Annual Awards Dinner. 
Bronze trophies will be presented to 
the winners. Judges are Robert F. 
DeLay; William Kennedy; Harry Kovats 
$r, and Frank H. Rasmussen. Further 
data about the awards dinner obtainable 
from CFAC at 139 N. Clark St., FRank- 
lin 2-4288. 


Show for Shows 
opens July 10 


The Second Show for Shows, sponsored 
by the Exhibitors’ Advisory Council, 
runs at the Morrison Hotel July 10-12. 
For further information, contact Rich- 
ard Rimbach, Exhibit Director, Show 
for Shows, 845 Ridge Avenue, Pitts- 
burgh 12, Penna. 


Industrial photogs meet 
at Hilton, July 23-27 


Week-long 4th annual National Photo- 
graphic Conference will be held at 
Chicago’s Conrad Hilton Hotel July 23- 
27. It is sponsored by the Photographers’ 
Association of America. Arthur d’Ara- 
zien will address the conference on color 
photography. Keynote address will be 
by Richard Kinstler, head of photo- 
graph c department of Proctor & Gam- 
ble Co. He will speak on “The Basis for 
Indus:rial Photographic Application.” 
Other speakers include Leston P. Fa- 
neuf, vice president of Bell Aircraft; Ed 
Purri' gton, Ford Motor Co.; Michael 
Fedis.n, West Penn Power Co.; Ross 
Sand: al, Hughes Tool Co. There will 
also |.» a forum on Methods and Tech- 
nique, moderated by James Hampson 
of A sansas Fuel Oil Co. Other pro- 
gram will cover the whole range of in- 
dust: :1 photography including micro- 
filmi: s, photomicrography, and high 
key | shion work for industrial publi- 
Cato: 5, a 
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you get it 


on time at 


: CHICAGO 11 
: n ‘ : 22 East Illinois Street 


LOS ANGELES 15 
928 South Figueroa Street 


WASHINGTON 1, D.C. 
509 F Street, N.W 
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co. 
ARTISTS’ MATERIALS 
DRAFTING SUPPLIES 


176 N. Wabash Ave., 
Chicago 1, Ill. FI 6-4395 
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WE’RE NOT INTERESTED 
in a man who clips the 
best ads for his file, 


WE WANT... 
a man who THINKS, a man whose 
dreams get down on paper: 

A CREATIVE layout man. 

e $12,000 to $15,000 earnings 
commensurate with ability. 
Three air-conditioned floors — 
individual studios. 

Complete studio operation — 
staff of 40. 

Five Representatives. 
National accounts, large 
industrials and point-of-sale. 


CONTACT Mr. Pauli or Mr. Hughes 


CASSELL, WATKINS, PAUL, INC. 
1006 Olive St. * St. Lovis 1, Mo. « GA. 1-0932 
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Ec] coRrect size 
s) alght service 
Nice spacing 


it's Great! 


For, FREE Specimen Book, write Dept. A 


SUPREME AD 


SERVICE, inc. 
228 East 45th Street 
New York |7, NY. 
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ATF introduces Murray Hill; slip-over cartons, 


multi-color single-impression presentations availabl 


MURRAY HILL: ATF’s new typeface repre- 
sents something new in typography. Not 
only is the design new and fresh, but 
it is a “hand lettered” style and ATF 
expects it to be very popular as a dis- 
play face. Currently available as shown 
here in sizes from 14-72 points, it’s de- 
signer, Emil Klumpp, is also completing 
a bold that will be marketed shortly. 
Specimen folder obtainable from Amer- 
ican Type Founders, 200 Elmora Ave., 
Elizabeth, New Jersey. 


FAST ETCH ZINC: Progress made in the 
high-speed etching of both zinc and 
magnesium is described in the February 
1956 issue of the Photoengravers Bulle- 
tin. Powderless one-bite etching permits 
etching to desired depths in from go 
seconds to a few minutes for halftone 
work and line work can be etched in 
about 15 minutes. It is claimed the new 
process will not only speed plate pro- 
duction but offer better quality etching 
than does conventional etching. 


SLIP-OVER CARTONS: Appealing new four- 
color gift cartons especially designed to 
slip over standard product boxes have 
been introduced by Stanley Home Prad- 
ucts of Westfield, Mass. 

The cartons are made by the Lord 
Baltimore Press and printed in full- 
color in 175-line screen Fidel-I-Tone 
process. Designed so they can be 
shipped flat to Stanley dealers who wish 
to use them, the cartons come in a 
number of sizes to accommodate a dozen 
or more of the firm’s products likely to 
be used as gifts. 


MULTI-COLOR, 1-IMPRESSION PRESENTATION 
PROCESS: A new, rapid, economical meth- 
od for multi-color printing of short-run 
jobs has been developed by Graphic 
Consultants. 

Economically feasible for very small 
quantities, up to about 75 units, copy 
for slides, kits, easels and charts can be 
prepared at no additional cost over 


(continued on page 100) 
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iMustrator— bob seidman 
client— ladies’ home journal prom 
agency— direct 


SEIDMAN 


designer— albert storz 
client— scott paper co 
agency— direct 
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illustrator— rudy garcia 
client—- acme agency— arndt 
preston chapin lamb & keen 


illustrator- sid borish 
client- the mead corporati 
agency- gray & rogers 
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PETER de NAPOLI 
Photography 


480 Lexington Avenue *« New York 17, N.Y. 
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she loves mc 
not, or is it “daisies don’t tell”? 
Some people rely on these 
petal prognosticators, or think 
they're leafy liars. KLEB 
studio won't disillusion 
either side with promises that 
can't be kept... simply con- 
tinue to offer (and deliver) 
good design, layout, finished 
art and mechanicals. 


2 West 47 Street + CI 6-2847 
ask for Hy Klebanow 


She loves me, 
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(continued from page 98) 
black and white. Because type-high ma- 
terial is used, line or halftone cuts can 
be incorporated. 

Essentially the process employs wood 
blocks, a proof press, hand inking, but 
it eliminates lockup in a chase. This 
enables the work to be done rapidly and 
economically and facilitates the hand 
inking since the units of the job can be 
spaced far enough apart to be indi- 
vidually inked then moved quickly into 
layout position. 

Further information about this pro- 
cess can be obtained from Graphic Con- 
sultants at 40 E. 51st St., NYC, PL 
58246. 


TRENDS IN NEWSPAPER MAKEUP: Observa- 
tions on the continuing trend in pack- 
aging the news were given by Harry L. 
Gage, graphic arts educator and retired 
vice president of Mergenthaler Lino- 
type Co., at the annual clinic of the 
New England Associated Press News 
Editors Association at Newport, R. I. 
Some things in newspaper page layout, 
heads and type faces in New England 
papers commented on: 

Flush left heads are now almost fun- 
damental. Display below the fold is 


(continued on page 101) 
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iustrator— charles peitz 
client— united air lines 
agency— n w ayer & son inc 
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retoucher— herm metzger 
client— lee rubber & tire co inc 
agency— direct 


color retouching— ed saurman 
client— hamilton watch co 
agency— n w ayer & son inc 


designer— jack weaver 


client— scott paper company 


agency— direct 


SAURMAN 
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YOU « 
gaining in acceptance. Horizontal make- CAN! Z) 2 
with the 


up is accepted by about half the papers. 
FOTO MASTER Ww 


Further acceptance has been gained for 
elimination of multiple heads and decks. 
DARKRO@M-TYPE AUT TTI 
The FOTOMASTER Camera allows non-proportional 


Kickers are gaining in use, replacing 

some of the functions of subordinate 

decks. Bodoni bold on front page dress changes of drawings or type. It stretches, heightens, 
. —_ . squeezes, curves, changes perspective. and pro- 

has the largest acceptance with sans duces outline and shadow effects. Samples of what 

serif and square serif following. the FOTOMASTER Camera can accomplish are 

shown below. 


Installation and operator training included in 
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FEATURING IN ALUMINUM 




















: 36” Graduated St. edge 2.00 AAAA ASKS NEWSPAPERS TO STANDARDIZE purchase price. 
. fe ae, Te COLUMN WIDTHS: The American News- 
——! plus full range of sizes at. your dealer's paper Publishers Association has been FOTOMASTER Ciumu= 
NEL Pg te ty fy asked by the 4 A’s to standardize news- oM*Sten FOTOMASTER 
= paper column widths. Today width Fd ie - 
- ranges from 11 picas 3 points to 12 pi- 2 FOTOMASTER roromasre 
cas. ANPA has recommended 11.6 picas. BS jal — 
825 aaa Some 85 percent of ANPA’s 805 mem- a = DE 
art for offset! bers have abandoned the 12 pica meas- a 
a urement for varying columns. + 








CLIP BOOK OF LINE ART 
CLIP BOOK OF TONE ART CORRECT ENVELOPE SIZE: Envelopes small- 


CLIP BOOK OF LETTERING sy er than 4 x 234 inches are undeliver- 
: “es “sa 

, . Pos horities of 

HURRY! Get generous free samples of . able in Canada. Postal authorit 

these famous time and money-saving art Canada report envelopes must not meas- 





- eras ate Fs | ure less than 4 inches in length and 
paste. Ready for instant use. Surprisingly . _ n i 

H inexpensive. Write on your letterhead 234 inches in width. These dimensions FOR DETAILS 
HARRY VOLK JR.ART STUDIO apply to Canada and all other coun- 





Pleasantville 35, New Jersey tries. J MODI-GRAPHIC wc 





215 E. NINTH ST. CINCINNATI 2, OHIO 














CESIsTENTLY GROWING 





designer— tom vroman illustrator— sam ciccone illustrator— bernie symancyk THIS IS A REPRESENTATIVE 
\pany client— crowell-collier client- certain-teed products corp client— remington rand inc 
agency— direct agency- gray & rogers agency— direct GROUP OF 15 FROM 









OUR PORTFOLIO OF 80 
INDIVIDUAL TALENTS 
DEDICATED TO FILLING TODAY’S 
ADVERTISING ART NEEDS 
NEW YORK 270 PARK AVE 
TELEPHONE PLaza 5-0954 
PHILADELPHIA 
2009 CHESTNUT ST 
TELEPHONE LOcust 7-7600 


CICCONE SYMANCYK Hal Ramon, 
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upcoming artist 


Lats Nol 


For the past five years Russell North has been concentrating 
on decorative illustration. He’s been in the art field 
since he was 15, when he spent his school vacations 
with Charles W. North Studios. Russ graduated 
Syracuse in 1949, after a tour in the Coast Guard. He 
also attended the Workshop School of Advertising 
and Editorial Art. Some of his national accounts 
are The Texas Company, National Distillers, and 
Western Union. @ 
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a) 


‘AVAILABLE 


from ADMASTER 


HANDY REFERENCE 
BOOKLET FOR 
PRODUCTION MEN, 
ART DIRECTORS 


FREE 
for the asking 





Shows over 


200 PHOTOSTATIC, 
PHOTOGRAPHIC 
5 offered by 


and SLIDE SERVICES 


Admaster Prints. 


Gives PRICES, IDEAS and HOW- 
TO-DO-IT INFORMATION for: 


PHOTOSTAT SERVICES: 


@ Matte and Glossy Stats 
@ Quantity Stats in Register 
@ Color Stats from Flat or 3-D Art 


STATS ON ACETATE: 


@ Black, White or Color Stats 
on Clear Acetate 
@ Varicolor Prints 


PHOTOGRAPHIC SERVICES: 


@ Copy Photos 

@ Quantity Prints 

@ Enlargements and Displays 
@ Sepia and Dyed Prints 


SLIDE SERVICES: 


@ Lantern Slides 

* m in Color and Black 
and White 

@ Vugraph Slides in Color and 
Black and White 

@ Film Strips in Color and 
Black and White 

@ Printons to 20" x 24” 

@ Display Transparencies 

to 20" x 24” 


Call or write for your free copy. 
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For immediate help or information 
...ask for an Admaster technical 
representative. 

Az See us at the SALES AID SHOW 
7X june 11, 12, 13 — Booth 45 


| jee PRINTS INC. 


1168 - 6th AVENUE N.Y. JUdson 2-139 











QUESTION - ANSWER - 


Is there a studio camera 


made that shows the 
image on the ground glass 


right side up ? 
ta 


No ...but we are the 
only photographic studio 
employing a device that 
enables the art director 
to see the image on the 
ground glass right side up. 
The illustrated type of 
viewing as opposed 
to the more conventional 
type ee that is ? two 
feet planted firmly 


on the ground is 
optional here, 









ZY HENRY DRAVNEEK ASSOCIATES now at 
TONY VENTI STUDIO 
152 E. 40 St. N.Y. 16, N.Y. 
Tel. MU 3- 5048 
MU 3- 6364 
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TRANSPARENCY 


RETOUCHING 


REMEMBER 


touching are 

free. Mail request o 
firm's letterhead, 
Teltiam ela (e 
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FRIEDMAN 
ASSOCIATES 


141 E. 44th St., N.Y.C. 17 
MUrrav Hill 7-7194 
Dept ne 








now representing: 


Photography: 
Pinney-Beecher 
Art: 
M. M. Bodecker 
Aaron Bohrod 


Clarence Carter 


Joseph Hirsch 
Eldridge King 


Jane Miller 


Le Roy 


Neiman 


Anthony Triano 
John Wheat 


formerly with Associated American Artists now in 


our own shop at 527 Madison Avenue. 


EL 5-4295 





DAN C.MILLER 
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(continued from page 40) 


Cooper, Inc. of New York and F ed 
Kopp Advertising Art of Los Angele: at 
the Chouinard Art Institute from } ay 
21 through June 1. The exhibit » as 
comprised of 105 original illustrations . 
Jerome Gould of Gould-Smith Associ: es 
was invited to exhibit at the Society of 
Typographic Arts of Chicago .. . |] eo 
Lionni, Fortune magazine AD, was re- 
cent speaker...Bee and Ned Jac by 
completing move of Perine/Jacoby to 
Newport Beach, 516 29th St. The Jacolvys 
live at 424 Seville Ave., Balboa. 





Cross-eyed glamor girl West-Marquis, 
spots male fashions Inc. of Los 
Angeles, for 
their Jackman account, used a cross-eyed 
glamor girl background for the account's 
custom-made men’s fashions. This, the 
first in a series to run primarily in the 
New Yorker in color, was planned to 
carry out the theme of the New Yorker 
itself—sophisticated, witty, but with ge: - 
eral appeal. Tommy Mitchell, phot - 
grapher, used his wife as model. She 
was photographed first straight, the 
34-inch was added to accommodate th ? 
man in the Jackman jacket (the 4-cok © 
spot in the layout), perched on her 
nose. Lots of eyes and mouths wer: 
made, then the whole pasted togethe . 
Marshall F. Taft, vice president of Wes - 
Marquis, was AD on the account. 


‘Harry and Bert Piel’ 
top their sales record 


Harry and Bert Piel, the cartoon cha - 
acters created by Ed Graham, Y&R cop’ - 
writer, and Jack Sidebotham, AD, an | 


(continued on page 106) 
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thought, care and 
dependable service 
go into every 
layout, mechanical 
and illustration 


GRABER+MANN ASSOCIATES 


1776 BROADWAY, N. Y.19 « Cl 7-1124 
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sperataris 


and their bosses— 


freshen up your art files with this 

new printed portfolio of our artists’ and 

organization's work, designed especially 
for the convenience of buyers of art 

for advertising and industry. 

WRITE OR PHONE Gilbert Sutton, Inc., 
370 Lexington Ave., New York 17, N.Y. 

MU 3-7525 
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Favorite Med thee 


Fine art work deserves the finest illustration board— 
firm, flat, extra white—in one word, Crescent! 







Crescent's superior quality content rag stock, 
rigid specifications, carefully controlled humidity 
conditions, and super-thorough washing and 
bleaching operations all add up to give you 
the exceptional drawing quality you demand, 
whatever your medium. 










And Crescent uses two pressing techniques 
to give you the best possible finish for that 
medium: Hot press finish for the sleek, 
smooth surface that contributes to 

the finest pen and ink drawings! 

Cold press finish on textured felts for 
the perfect working surfaces for brush, 
charcoal, pastels! 

Insist on Crescent illustration board 
and you'll insist on the best! 


it 
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CHICAGO CARDBOA 
12406C«wNCN'CSCCSOCOCOC WH oman Ave. . 


RD COMPANY 
Chicago 51, 111. 





same day service 
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all your television needS on ONE> channel 


flip cards 


National Studios 





enlargements 
hot press, slides, telops 
animatics, crawls 
mailing facilities 


145 West 45th Street, New York 36, N. Y. JUdson 2-1926, 7, 8 








Largest Selection! Hand Lettered Alphabets 


on micro thin acetate sheets 


JOSEPH MAYER CO, inc. 


artist's materials . . . sign painter and Ss with adhesive back 
displaymen supplies silk screen 1 Letter it with 
materials. Agents for The International S AD-letter 


NEW, QUICK, EASY WAY 
Only $1.35 per sheet 


Free catalog of 117 styles at your ort supply dealer 
or write 332. South La Brea, Los Angeles 36, California 


Cutaw! - Balopticon. 
5-9 UNION SQ. « N.Y.3 » 





AL 5-7644 
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voiced by Ray Goulding and Bob Elli tt, 
are credited by Piel executives © th 
upping sales tremendously — the Janu «ty 
and February sales were the largest in 
the company’s history. 
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Product + message illustrated 


Magee Carpet magazine campaign had 
to project message of “easy payment 
plan” and also point up luxury carpet. 
Models illustrating message were photo- 
graphed by Dan Wynn. Rug photogra- 
pher was Marty Bauman. The 4-color 
ad also uses a spot to illustrate product 
in use—wall-to-wall carpeting in three 
rooms. AD, Onofrio Paccione, for Grey 
Advertising. Models are Phyllis Newell 
and Dick Clark. 


New TV tube for stills 


A new tube, Tonotron, when mounted 
next to a conventional picture tub:, 
freezes TV scenes. The picture can be 
held indefinitely, then erased. During 
this time, the regular program continu: s 
on the regular TV screen. Product, mai- — 
ufactured by Hughes Aircraft Co., Cul- [— 
ver City, Calif., can be used for military ff 
fire control, closed circuit industri | 

training or sales programs. Costs $102 .. 





Atlanta Paper Co. 
sponsors annual painting award 


The second annual “Painting of th: 
Year,” sponsored by Atlanta Paper Cc , 
will award a first purchase prize of $75: , 
a second prize of $200 and a third priz: 


(continued on page 109) 
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Not just a new face 
but a new future 
for the product: 
KGA does 

the packaging job 
from the shelf up: 
from first sketch to 










final solution. 7 

The package does fay 
=! 

the rest. to: 
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Write’or phone MU 2-9155 for sample file portfolios | ; 








KURNIT-GELLER ASSOCIATES, INC. 505 Fifth Avenue, New York 
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Have you ever received a job to do 
with no time limitation? Not likely. 
Time is always one of your most im- 
portant considerations. And it can be 
terribly frustrating when your brush 
causes you to waste precious time 
coaxing it to a point or rr‘oading 
after each stroke . . . correcting acci- 
dents caused by a too-fat belly or a 
split point...or because it simply 
would not do what you wanted! 
Delta’s “Jewel” is designed to elimi- 
nate those faults, to reduce wasted 
effort, wasted work and... wasted 
time. Delta’s “Jewel” is specifically 
designed to meet your exacting re- 
quirements for perfect point and 
shape, for ‘‘snap,” for balance and 
“feel.” You cannot buy a finer red 
sable water color brush at any price 
...and you who use it have proved 
the value of Delta’s ‘Jewel’ time 
and time again. 3 





delta’s 










Write today for your free copy of 
“Illustration, Retouching, Lettering 
with the Red Sable Water Color 
Brush,” a 30 page illustrated booklet. 


delta, brush mfg. corp. 


119 bleecker street, new york 12, n. y. 


“jewel”® 
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than anyother Mustard | HATS 
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12 WEST 44 ST. NY. 
MU 7-8962 












Winsor & Newton’s Series 7 “Albata”, 


~_— 


the world’s finest water color brushes, 


are the choice of exacting artists 


because they are painstakingly made 


from finest pure red sable hair. 


<— EE 


Available in sizes 000 through 14. 
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902 BROADWAY, 












the world-wide 
standard 
of IMPORTED quality 













that all can 
afford 









N. Y. 10, N. Y. 





Canadian Agents: THE HUGHES OWENS CO., LTD. Head offi M 
Californian Distributors: THE SCHWABACHER-FREY CO. SAN FRANCISCO 































1eWws 
(continued from page 106) 


f $100. Paintings selected by judges 
tainey Bennett, artist; Jerome Snyder, 
\lustrator of the Brooklyn museum, will 
¢ on display in the galleries of the 
\tlanta Art Association. Eligible artists 
vere limited to the southern states. 


Igden Pleissner wins 
AWS $1000 grand prize 


Jgden Pleissner was awarded the grand 
»rize of $1000 and the American Water- 
olor Society gold medal of honor for 
his painting, Quai D’Anjou, at the so- 
ciety’s 89th annual exhibition. This 
marked the first time the AWS gold 
medal of honor was combined with the 
cash prize. Second prize of $300 plus the 
society’s silver medal went to Morton 
Roberts for his painting, Eagles. Thir- 
teen prizes in addition to the first two 
were awarded, and two honorable men- 
tions. Chen Chi was chairman of the 
jury which included W. Emerton Heit- 
land and Frederic Whitaker. 














Rorschach test Maromay’s Bal de 


sells perfume Tete perfume cam- 
paign features inkblot 


design plus headline “psychologically 
speaking.” Jack Roberts, creative direc- 
tor of Carson/Roberts/Inc., Los Angeles, 
used, for the first ad, the inkblot layout 
produced by Maromay’s president, Jerry 
Williams. This is said to be the only time 
1 client did layout for his campaign. Ads 
will run in the New Yorker. 


Transaction design demonstrated 


Seymour Robins, industrial designer, 
demonstrated his new transaction design 
concept at the April 10 meeting of Amer- 
ican Institute of Graphic Arts. The con- 


(continued on page 110) 
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change any black & white to color...any color 


FLEXICHROME 


Now you can transform black & white illustrations, 
photos or other material to full color flexichrome prints... 
get the exact color...no retakes necessary. 


Performing flexichrome magic 
is but one of the many miracles 
in color craftsmanship. Kur- 
shan & Lang color services 
include: 


@ EKTACHROME PROCESSING 


e DYE TRANSFER @ CARBRO 
Reproduction Color Prints 


© DUPLICATE TRANSPARENCIES 
© ENGRAVER’S MECHANICALS 

© SEPARATION NEGATIVES 

@ MASKING / PRINTON / SLIDES 







Kurshan élang 10 East 46 St, N.Y. 
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assignments 
solved 
skillfully. . . 

re Layered 


to delivery... 


Get all the first 
hand facts on 
Kurshan & Lang’s 
amazing variety 
of color services. 
Write or phone 
for new Data 
Handbook. Con- 
tains: answers to 
complex color 
problems, time 
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cept is based on the demonstrations i 
perception by the late psychologist Di 
Adelbert Ames. Transaction design, a 
cording to Robins, translates into pra 
tical application the basic visual concey 
that we “see” not necessary what is i 
fact, but what we assume to be becaus 
of past conditioning. The Robins desig: 
has been applied to packaging. Th 
designer believes that everything on 
sees is a transaction between what i 
actually there and what the viewer's con 
ditioning and purpose leads him to “see.’ 


Edstan opens Teleslide Inc. 


Edstan Studio announces opening o 
new subsidiary, Teleslide, Inc. devotec 
exclusively to production of TV slides i 
black and white, color, and color from 
black and white. Address and phone 
remain the same; 75 W. 45th St., Cl 
5-6781-2. 


Combined Ethics Committee 


The Spring bulletin of the ADCC con- 
tains a report on the progress of the 
Combined Ethics Committee. After a 
year of work the committee, including 
representatives from the Association of 
Art Studios, Artists Guild, Photograph- 
ers Guild, and the ADCC, has rewritten 
the code as originally imported from 
New York. The New’ York code was 
found right in spirit but of little prac- 
tical utility in the Chicago market. The 
Chicago code covers photographers, has 
been approved by all sponsoring groups, 
and has heard its first cases. Inquiries 
as to its services should be referred to 
162 East Ohio St., Chicago 11. 


International Design Conference 


“Ideas on the Future of Man and De- 
sign” has been chosen as the theme of 
the sixth annual conference on design 
at Aspen, Colo. Three sessions, each 
lasting two days, will explore this field. 
First meeting will concern itself with 
buyers, second with doers, and third 
with teachers. Between each session a 
day for rest and leisurely discussion 
has been planned. Dates for the con- 
ference are June 23—July 1. Chairman 
of the program committee is Will Bur- 
tin of New York, who may be con- 
tacted for further information. His com- 
mittee is composed of James Fitch, New 
York; Saul Bass, Los Angeles; William 
Freidman, Bloomington, Ind.; and Dan 
Defenbacher, San Francisco. 


(continued on page 112) 
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Speakers, each of whom will accom- 
pany his paper with visual materal in 
either exhibition, film or slide form, 
have been chosen for the three fields to 
be under study. The speakers include 
leaders in the fields of architecture, art, 
publishing, education, industrial design 
from America, Europe, and Japan. Of 
the 15 leaders who will take part in 
the conference, three are Americans. 
They are: J. C. Lippincott, New York, 
partner in the industrial design firm 
of Lippincott and Margulies, New 
York, designers of the “liveable interi- 
ors” for the Nautilus, first atomic sub- 
marine. Paul Rudolph, Cambridge, 
Mass., commissioned by the US De- 
partment of State to design new em- 
bassy in Amman, Jordan. Mortimer Ad- 
ler, San Francisco, presently director of 
Institute of Philosophic Research. 


Art legislation 


The National Council on the Arts and 
Government is contacting all organiza- 
tions interested in art legislation to the 
effect that such legislation should be 
kept nonpartisan and that legislation al- 
ready introduced by both parties should 
be enacted. Parallel bills to create a Fed- 
eral Advisory Commission on the Arts 
have been introduced. Hearings have 
been concluded on H.R. 7973 (Thomp- 
son, Dem., N. J.); H.R. 8291 (Wain- 
wright, R., N. Y.); and S. 3419 (Lehman, 
Dem., N. Y., Ives, R., N. Y., Murray, 
Dem., Mont., and Douglas, Dem., IIl.). 
Reprints are available on Senator Leh- 
man’s bill, his statement, and the Na- 
tional Council’s survey of the arts. Write 
Honorable Herbert H. Lehman, Senate 
Office Building, Washington, D. C. 


Magnetic tape 
to replace TV film? 


A new TV device, which records tele- 
vision pictures and sound on a magnetic 
tape that can be played back immediately 
through a regular TV system, has been 
announced for commercial use by Ampex 
corporation. CBS has ordered three at 
75,000 each and expects to begin using 
them late. this summer. Tape-recorded 
picture is said to be very clear. First 
application will be in the delayed tele- 
vision broadcasts by networks. CBS will 
eliminate kinescope film recording pro- 
cess in Hollywood when the tape re- 
corders are delivered. The difference in 
cost between tape and kinescope has not 
been determined as yet, but in tape, 


(continued on page 114) 































Bi ast Side. West Side 
© -* All around the fown” :- 
For Artists'-Needs 
STORES CONVENIENTLY 
LOCATED to serve you 
quickly and efficiently. 
FAIR PRICES. SINCE 1868 
DISTRIBUTORS of all famous 
brands including 
ARTYPE * BOURGES * COLOR-AID 
GRUMBACHER * KRYLON * STRATHMOR® 
WINDSOR & NEWTON « ZIP-A-TONE 
IN NEW YORK 
E.H. & A. C. FRIEDRICHS CO 
e 37 EAST 28th STREET 
LExington 2-0300 
@ 40 EAST 43rd STREET 
MUrray Hill 2-2820 
@ 140 WEST 57th STREET 
Circle 7-6607 
IN PHILADELPHIA 
HENRY H. TAWS, INC 
@ 1527 WALNUT STREET 
Rittenhouse 6-8742 
PHONE FOR PROMPT SERVICE 












John Fondris: 


O 


101 park ave.., 
C8SGC-S II!'4 ABusunw 


yaa we kon r-Ga-5-8 











fashion photography 


te ulionnd Vogel 


424 Madison Ave., NY 17. PLaza 9-1930 





























HMOR® 


10 
820 








IPE ST LETS 





¢ shiva standard oils °* shiva caseins * shiva signature oils © shiva contemporary wate¢ tolors 
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But the all-important formulation, mixing, grinding, and aging 
processes are done in our own Goethe Street plant in the very 
heart of Chicago. 
Yes, the manufacturing is done in the U.S.A., but our fine repu- 
tation is world wide. 
For quality colors . . . ask for Shiva! 
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processing is not necessary as it is in film. 
Also, Ampex executives say a program 
can be transferred from tape to tape 
without loss of quality. Before the new 
device can be used by CBS, union nego- 
tiations must be made. Several TV sta- 
tions have already placed orders for the 
tape recorder and government and mili- 
tary agencies are interested, according to 
Ampex. The unit can be adapted for 
color, although only b/w has been used 
so far. 


Radcliffe design-production 
workshop courses 


Radcliffe college’s publishing procedures 
course this summer will include an in- 
tensive design and production workshop 
directed by Burton L. Stratton of Har- 
vard University Press. College graduates 
may attend the course in Cambridge 





from June 20 to Aug. 1. The course will 
be divided between books and magazines. 
Ronald Murray, Hougton Mifflin’s edu- 
cation department AD, will assist, as will | 
a panel of visiting experts. Mrs. Diggory | 
Venn, formerly of J. Walter Thompson | 
Co. and Conde Nast Publications, is | 
executive director. | 


GE research finds 
“emotional” buying 


Buyers of heavy industrial equipment are 
just as subject to personal prejudices and | 
emotional sales appeals as other buyers, | 
according to a recent motivational re- 
search project recently completed by the 
Institute for Motivational Research, Inc. 
The project, which took six months, was 
recommended by Charles L. Rumrill & 
Co. of Rochester, advertising agency in- 
vited to study aspects of the advertising 
and promotional activities of the direct 
current motor and generator department 
at GE. 


Dayton AD show 


The 12th annual Dayton, Ohio exhibi- 
tion of advertising art was opened at 
the Dayton Art Institute with guest 
speaker, Harold Von Schmidt, magazine 
illustrator who has been called the fore- 
most contemporary painter of western 
lore. The show, sponsored by Kircher, 
Helton & Colett, Inc., was judged by a 
trio of advertising art executives. They 
were Reno Biondi of Chicago, Jose C. 
Hochreiter of New York and John Mil- 
ligan of Philadelphia and New York. 
Chairman of the exhibition committee 
was Laurence Brinkman, head AD with 
Kircher, Helton and Collett. e 
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‘trade talk 


ART DIRECTORS CHICAGO: George 
Elmore, formerly AD 


at Gourfain-Cobb & Associates, moves to 
Aubrey, Finlay, Marley & Hodgson, as AD 
. . . DETROIT: McCann-Erickson loses Arthur 
E. Rizner. who is now AD and production 
dept. head at Powell-Gayek ... New AD at 
Garfield Advertising is Nick Delich, who was 
advertising AD at Detroit Times . . . LOS 
ANGELES: William L. Jung from Mottl & Site- 
man to Erwin, Wasey & Co. ... NEW YORK: 
William Strosahl leaves position as AD and 
VP at William Esty to become creative direc- 
tor there . . . Chet Jasinski rejoins art dept. 
at Harry B. Cohen, leaving art editor's posi- 
tion at Everywoman’s magazine . . . Paul 
Heritage is now art director at Gene Wyble 
Advertising, Millville, N. J., moving there from 
Nemarow agency in Vineland . . . Hans Sauer 
has been appointed VP and AD at D'Arcy. 
He recently resigned as senior VP and exec. 
AD at Lennen & Newell . . . Walter E. Grand- 
burg left Norman, Craig and Kummel for 
Kenyon & Eckhardt and a post as AD... 
William Weber comes to K6&E as art super- 
visor from Lennen & Newell ... AD Jack Spiro 
has been named VP at Wexton Advertising 
. .. New exec. AD at Irving Serwer agency is 
Art Kane, who left Seventeen magazine where 
Marvin Israel is now AD . . . PITTSBURGH: 
B. Dexter Freeman from Dancer-Fitzgerald- 
Sample in New York to Ketchum, MdcLeod & 
Grove here ... QUAKERTOWN, PA.: Arthur 
Gefvert now creating and designing sales 
promotion materials for Murlin Mfg., from the 
promotion art staff of Philadelphia Bulletin 
... SAN FRANCISCO: John Feeley to Charles 
F. Johnson, from McCann-Erickson . . . TO- 
RONTO: Armand Flint to Locke, Johnson & 
Co., from McCann-Erickson. 


ART & DESIGN — Peter G. 


arnden, American 
architect and designer, is forming. Peter G. 
Harnden Associates at Orgeval, Seine et Oise, 
France, to specialize in design, construction 
and operation of exhibitions, also industrial 
design and general architectural services... 
Stuart Schulberg and Gilbert de Goldschmidt's 
Madeleine Films, S. A., are establishing a 
public relations films dept. . .. HOLLYWOOD: 
Earl Klein, president of Animation, Inc., is 
consulting with National Education Associa- 
tion about using animated cartoons for the 
NEA’s public relations activities . . . LOS 
ANGELES: Fred Kopp had an exhibition dur- 
ing May . .. MILWAUKEE: Two free-lancers, 
Joseph Henry Sweeney and J. Eaten Gruettner 
open Sweeney-Gruettner, Inc., an advertising 
artists-designers studio, 218 E. Mason St. 
They'll also represent illustrators . . . NEW 
YORK: Time magazine devoted a Publisher's 
Letter article to William Oberhardt, 73-year- 
old artist, who did very first cover for the 
magazine back in March, 1923. It was on 
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The next time a “young hopeful” 
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‘HE FAMOUS ARTISTS SCHOOLS of Westport, Conn., have 
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the school run by America’s 12 Most Famous Artists. 
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trade talk 





“Uncle Joe” Cannon, Speaker of the House. 
Mentioned the luncheon honoring Oberhardt, 
given by national ADs in New York recently. 
Society of Illustrators ulso honored the por- 
traitist . . . Joseph Raskob, for many years 
president of the Putnam Valley Art Associa- 
tion, is the first North American painter who 
received a special invitation from the Mexican 
government to participate in a fine arts exhi- 
bition. His show was heid at the National 
Institute of Fine Arts . . . Carl Le Vander is 
now a designer with Lester Beall Design 
Group in Brookfield Center, Conn., leaving his 
AD job with Dick Chenault in New York... 
Joe DeMers, of Charles E. Cooper, illustrated 
the William Saroyan serial in Saturday Even- 
ing Post .. . More CEC news: Chuck Cooper 
and Bob Smith back from Florida fishing. 
Jim Bama and Len Steckler were in Japan for 
an Air Force project. William Schneider, past 
president of Society of Illustrators, went too. 
This summer Jim Bama wil be honeymooning 
with Thea Snyder of Los Angeles . . . Ted Key 
cartoons illustrate the Travelers Insurance 
Co.'s book, Fatal Fallacies, booklet on traffic 
safety . . . E; Leonard Koppel, package de- 
signer, addressed a meeting of the complete 
national sales staff of the Universal Folding 
Box Co., Hoboken, N. J. Discussed Package 
Designing for Greater Sales Impact .. . Philip 
Stahl of Pelham, N. Y., will publish Christmas 
designs by Bill Sokol, Kelly Oechsli, Robert 
M. Jones, Paul Standard, Veronica Gashurov, 
Bjorn Andersen, Hiroshi Ohchi (Japan), Gert 
Pollmer (Canada) and Kel Helmer-Petersen 
(Denmark). These will run in Stahl's Signet 
Cards collection . . . Lionel Wiggam, poet, 
playwright, and well-known model, is going 
to have his first Broadway play, “The Prime 
of Life,” opening Oct. 17 . . . Flo Siegelberg 
traffic manager at Chaite, marrying Sheldon 
Bowden .. . John Crown, letterer, 7 West 
44th Street, has a new telephone number, 
MU 7-4272 . .. SAN FRANCISCO: Walter 
Landor & Associates, industrial designers, re- 
ceived the “Edgar” for the best new decanter, 
awarded by Ed Gibbs Liquor Industries News- 
letter. The award came for the Old Fitzgerald 
Candlelight decanter designed for Stiltzel- 
Weller Distillery, Louisville . . . TRENTON: 
Curtis Paper Co. awarded merit certificates 
for designing and printing of the new 66-page 
catalog for Switlik Co. Concerned in this pro- 
ject were Albert Colacello, Alma Offset; Ben 
Emge, advertising manager of Switlik Para- 
chute Co.; Thomas Kennedy and Vincent 
Ceglia: of Kennedy-Ceglia Advertising ... 
WASHINGTON: Malcolm Kildale, commercial 
AD for 20 years, and Warren Burns, former 
newspaperman and oil trade publication 
editor, have opened Public Relations Adver- 
tising Art. Kildale will supervise ‘production 
on two publications. Offices are at 1215 Eye 
St., N.W. A syndicated comic strip will ap- 
pear in about 100 publications across the 
country. 
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GENCIES Albert J. Ungar. formerly 
VP at MacLachlan, Ungar, 
thling & Zysk, now is managing partner of 
gar & Fruhling Advertising, 521 Fifth Ave. 
. New in San Francisco is the Herman 
seller advertising and publicity firm. 
ieller was farmerly publicity director and 
count exec. at Richard N. Meltzer Adver- 
ng, in San Francisco. Mueller to be at 12 
ary St... . Agency moves: Gaynor Colman 
entis & Varley. to 400 Madison Ave... 
Boston, Sutherland-Abbott to 581 Boylston 
. In Wichita, Lago & Whitehead 10 514 
Topeka . . . In Lancaster, Pa., William B. 
temp Co. to "403 Fulton National Bank Bldg. 
. LA firm General Advertising now ai 7033 
inset Blvd., Hollywood . . . Lloyd S. Howard 
Assoc. now at 511 Fifth Ave... . Irving H. 
DuFine is now sole owner of DuFine-Kaufman, 
Herbert Kaufman sold out, taking with him a 
jood percentage of accounts plus all the pub- 
licity ones. Kaufman has campaign for new 
business in the Times. DuFine states agency 
will continue and will expand in consumer 
accounts ... In Miami, Bishopric-Green-Fieldin 
moves from the Alfred I. DuPont Bldg. to Five 
Points, Coral Way .. . In Cincinnati, Farson. 
Huff & Northlich to Terrace Plaza Bldg... . 
Harold Marshall Advertising to 171 Madison 
Ave. NYC .. . Gotham-Vladimir Advertising 
to 342 Madison, OX 7-4300 . . . Compton Ad- 
vertising, NY, merges with W. H. Hunt of LA 
with Hunt personnel and accounts to be com- 
bined with Compton's former TV production 
office in Hollywood. Waldo H. Hunt, former 
Hunt agency head, will be VP and manager 
f LA for Compton ... Also in LA, Jordan Co. 
and Hixon & Jorgensen have combined. Paul 
Jordan and key Jordan personnel moved to 
the other agency ... William J. Barber, former 
creative and PR director of Advertising Asso- 
ciates of Philadelphia, and David M. Kaer 
have opened advertising and PR offices at 
600 York Rd. in Jenkintown, Pa... . James C. 
Resor Advertising now has new offices in 
Specializing in 


» om e 


“sa oA os 


nme 


San Francisco, 564 Market... 
the automotive field is new agency A. Lovell 
iott Advertising of Columbus, Ohio, at 310 
FE. Hudson .. . In Boston, Rosenfield Adver- 
tising has changed its name to Marvin and 
Leonard Advertising Co. surnames of Marvin 
ond Leonard are Feit and Kanzer .. . They 
ciopted exclamation point as company’s 
ntification . . . Judges for the Cunningham 
6 Walsh sixth annual children’s art show 
re cartoonist Al Capp, Patricia Brown, 
men's editor of the NY World-Telegram, 
d Ed Molyneux, exec. AD at C&W... 
attle’s Miller, Mackay. Hoeck & Hartung 
ve adopted Panic Bell, a bell device atop 
stand, perfect as lobby thing and conversa- 
n-piece, designed by King Broadcasting. 


At Pyrofax Gas Corp.., 


DVERTISING 4 suse 
» promotions in- 
| ROMOTION clude: Otto Neustadt, 


m sales manager to general sales man- 
er; Donald O'Meara, from ad and sales 
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Johnstone and Cushing, 292 Madison Ave. NY.C. 














Brilliant, 
Crisp Color 


new ones never before possible! 


Smudge-proof color layouts and comprehen- 
sives without “fixing”! Unusual new ef- 
fects! Quick, brilliant sketches! Signs, 
posters in a flash! Permanent decor me- 
dium! Color separation art made easy! 
Beautiful results on any surface — paper, 
wood, metal, plastic, glass, tapes, leather, 
overlays, gelatins. 


NO LOOSE INK! NOTHING TO SPILL OR REFILL! 
INSTANT DRY! WATERPROOF! 
WRITES ON ANY SURFACE! 9 STANDARD COLORS! 


Send for Bulletin AD-6 


macic marker in art’ SPEEDRY PRODUCTS, Inc., Richmond Hill 18, N. Y. 


Layouts & Sketches 


without “fixing” 


You‘ve never used an art 
medium like MAGIC MARKER! Does 
so many old jobs better...so many 


a MUST in every 
»* Art Department 





REFILLS 25¢ 


Slightly higher 
West Coast 





Fully Pat‘’d. U.S.A. 
Foreign Pot. Issued 
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ektachrome retouching 


DUPLICATES, ASSEMBLIES 


mildred medina 


270 PARK AVENUE * MURRAY HILL 8-0270 








since 1937, a pioneer and lteader in 


TRICK PHOTOGRAPHY 


AND PROCESS LETTERING 


9-1558 1559 1392 


220 EAST 23rd ST NYC ORegon 
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the number 
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the negative approach 
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Photographic 
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“S» 230 PARK AVENUE. NEW YORK 











promotion mgr. to sales mor.; Richard B. 
Barker, from asst. adv. mgr. to advertising 
manager . . . Emanuel Goren is now adver- 
tising-merchandising manager of the Lehn & 
Fink division of L&F Products Corp. ... Now 
promotion and advertising director of Vanity 
Fair Mills, Mrs. Janet Chatfield-Taylor comes 
to the position from Morey, Humm & Johnstone 
where she was VP, and from Saks Fifth Ave. 
where she was promotion director .. . George 
L. Staudt has been appointed director of ad- 
vertising and merchandising for the Hudson 
Motors division of American Motors Corp. in 
Detroit. He was formerly advertising mgr. 
George R. Browder, now assistant sales man-. 
ager, did have the director post . . . Dodge 
division of Chrysler Corp. has promoted Ar- 
nold C. Thomson to advertising manager for 
cars and trucks, taking over Wendell D. 
Moore's position. Moore is asst. sales man- 
ager ... At Pomona Tile Mfg. Co. in California, 
Richard L. Scherbacker has been named ad- 
vertising ad promotion manager. For the past 
five years he was general manager of “the 
LA and Beverly Hills stores of Parmelee Dohr- 
mann Co. Robert Rexroad, former ad and pro- 
motion mgr.,-was promoted to administrative 
manager of Pomona Tile. 


CAMPAIGNS Another king-size filter 


tip cigaret makes its 
appearance—Salem, by R. J. Reynolds. To be 
called ‘“menthol-fresh.” William Esty Co. to 
be agency .. . Parliament cigarets has been 
packaged in a new flip-top, crush-proof box 
like Marlboros. The size is known as “long- 
size,"’ a little shorter than “king-size.” Philip 
Morris also in crushproof box, launched in 
California, Oregon and Nevada .. . Benton 
& Bowles, agency for Parliaments, to use ‘So 
smart to smoke . . . and now just 2c more than 
regular filters” to sell conventional filter on 
Parliaments, replacing older and more dis- 
tinctive filter .. . New speed selector feature 
on Webcor automatic phonographs, Magic 
Mind, is introduced by agency John W. Shaw, 
Chicago, with $1 million of Webcor money. 
National magazines, Sunday magazines, 24- 
sheet posters and display to be used... 
J-Wax is new product by Johnson’s Wax. An 
auto paste wax with built-in cleaner, the 
product will be promoted in over 100 papers, 
plus magazines, business papers, and the 
Robert Montgomery and Red Skelton shows 
... Young & Rubicam, New York, will do the 
biggest promotion in the history of Hammond 
Organ. Print, TV spots and exhibits, displays, 
etc., all will be used in 1956 for company 
which is enjoying all-time high in sales and 
earnings . . . The 1956 Coffeematic will be 
promoted $1,750,000 worth by Landers, Frary 
& Clark—the biggest ad budget set for single 
household appliance. Agency is Goold & 
Tierney. NY . . . World's Lowest Prices— 
keynote for Emerson portable radios. Grey 
Advertising using consumer and business 
papers, plus point-of-sale . . . More than $2 
million will be invested by Dr. Pepper Co.. 





SUN TESTE 


VELVA-GLO 






COLOR SELECTOR... 
takes guesswork out 
of specifying fluo- 
rescent color for 
your silk screen dis- 
plays and painted 
bulletins. 


COLOR CARD...con- 
tains samples and 
suggestions for using Velva-Glo flu- 
orescent papers and cardboards. 


Write for yours TODAY 
RADIANT COLOR CO. 


830 Isabella St., Oakland 7, Calif. 
Manufacturers of VE LVA-GL o° 


Fluorescent Papers » Cardboards 
Screen Colors + Bulletin Colors 
Signcloth 11 














COLOR 
TRANSPARENCY 
RETOUCHING 


‘assembly and photo composing 
~ duplicate transparencies 


ia 


MAX JAIKIN 


58 w. 57 st., n. y.19, circle 6-8712 








TRACE |: 


without hand-made transfer sheets — by 
using SARAL...the new grease-free, 
precision-made tracing paper. It pro- 
duces a line that erases easily, can be 
directly overlaid with INK or WASH, and 
comes in a handy tear-off dispenser box. 


SARAL 


TRANSFER TRACING PAPER 
ASK FOR IT AT YOUR STORE! 
NATIONAL DISTRIBUTORS 
Winsor & Newton, Inc. © M. Grumbacher, Inc. 
Craftint Mfg. Co. 
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ft drinks, in ads and merchandising pro- 
ams for dealers during 1956. Agency is 
rant Advertising. Dallas. New packaging, 
nding machine techniques to be developed, 
us larger bottles, throw-away cans, multiple 
ackages . . . To move fir plywood through 
mber yards at time when market begins to 
1g, Douglas Fir Plywood Association, Taco- 
a, will spend $435,000 using mostly TV and 
agazines, Sunday magazines, dealer kits, 
c. Agency is Condon Co. of Tacoma... Steel 
susewares as bridal gifts will be promoted 
by US Steel. “Shower the Bride with Gifts of 
teel” is theme used. Shower idea, featuring 
symbol umbrella, is being used by list of 
women's magazines so retailers and manu- 
facturers can tie in bridal gift advertising .. . 
Five new tanning products will be featured 
by Skol with J. Walter Thompson, NY, as 
agency. Heavy advertising will use two spec- 
taculars on TV plus spot campaigns in major 
markets ... Kenyon & Eckhardt, NY, will use 
strong campaign for Quaker State Oil. To use 
35 weekly participations in Monitor (radio), 
ads in business papers and lots of maga- 
zines . . . American Enka has introduced 
color-filmed movie commercials for automo- 
tive accessories in drive-in theaters. Plugging 
Jetspun, rayon seatcover yarns, the films 
are being promoted by Anderson & Cairns, 
with work to be done by Alexander Film 
Studios, Colorado Springs, Colo. ... Pineapple 
Growers Association, San Francisco, will con- 
centrate on recipe-and-use material for their 
1956-57 campaign. J. Walter Thompson, San 
Francisco, is agency. 


TELEVISION 8en Norman came to 


Doyle Dane Bernbach in 

NY from LA and radio-TV production direct- 
ing there. Same post in NY .. . Bob Golodzin 
is TV commercial producer at Benton & 
Bowles. Moved from Fletcher D. Richards... 
Now TV production manager at D. P. Brother 
s Melvus G. Furney. formerly in the radio- 
['V dept. . . . Wally Gould is commercials 
jivision chief at Guild Films, TV commercial 
roducers. The company recently expanded. 

xecutives include Bill Berke, exec. producer; 

Dick Gordon, production mgr.; John Fitz- 
stevens, supervising editor; Hank Aldrich, in 
harge of set production; Howard Schneider. 

.\D ... Arthur Daly is now with Ogilvy, 

enson & Mather as director of radio and TV. 

e came from D'Arcy .. . Rose-Martin agency 

nd Transfilm have done a 44-second ani- 

1ated show opening and closing for “Show- 

ase of Sports,” sponsored by Bankers Trust 

f NY. Stars Red Barber. AD for Transfilm 

vas Ben Farish .. . A half-hour pilot film for 
1e Negro market has been produced by 

‘red A. Niles, backed by Sam Evans, Chicago 
isc jockey. Expect to do a series of 26 half- 

1our shows. Niles “Camtronic” electronic 

1ethod of filming will be used—combining 

ve TV cameras and 35 mm Mitchell motion 

icture cameras .. . Now on the staff of Ani- 

1ation, Inc., Hollywood, is artist Ed Barge, 
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$50 for first 


Rolph: Make Sour 


344 E. 49 


16mm SOUND-ON-FILM 


100 ft.! ‘Good quality, 
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There's something 
unusual in the style of 
each of our artists 


STAN FRAYDAS stunio 


144 WEST 57th ST., NEW YORK 19, N. Y 
Circle 5-6999 
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Hexic DYE TRANSFER 


B&W RETOUCHING 





JERRY 


2 WEST 46TH ST. 


PL. 77-2019 








INDUSTRIAL 


ART FOR TOMORROW 


TODAY 


Bene hae 


PHONE: MU 7-3572,N.Y. 
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DYE TRANSFER: 


» STRIP-IN PRINTS... 


From multiple color transparen- 
cies, accurately fitted together 
on one paper surface, as per lay- 
out. Results in ease of retouch- 
ing, client 0.K. before proofing, 
lower reproduction costs. 


-» GANG-UP PRINTS... 


The low-cost way to make color 
prints of highest quality for 
catalog reproduction purposes. 


COLOR STATS... 


The low-price quick color prints 
for layouts & presentations. 


Ralph Marko Color labs 


344 E. 49 


EL 5-6740 











walter a. lowen placement agency: 
420 lexington ave. new york city / mu 9-2630 


First agency to have a separate art 
department headed by an art expert, 


Caroline fleischer 

















World’s only 





color processing of 


EXTACHROME 
TRANSPARENCIES 


with speed gain up to 


14 STOPS 


with whiter whites ... and 
WITHOUT COLOR SHIFT 


Only Jack Ward Color Service 
gives you whiter whites, crisp- 
er, truer color, greater depth 
of field in YOUR Ektachrome 
Transparencies. 

Dye transfer prints . . . Dupli- 
cate transparencies .. . Ansco- 
chrome . . . Art work copied 
... Slides. 


JACK WARD 
COLOR SERVICE, Inc. 


202 East 44th Street, New York 17, N.Y. 
Tel. MU 7-1396 







Midtown 
pick-up... 
delivery 









animator on Oscar-winning cartoons for MGM. 
He will be director .. . Morrie Zukor has been 
named assistant animator . . . Ron Maiden- 
berg will be storysketch artist . . . Hollywood 
may have something new for the export trade 
—animated TV commercials. Earl Klein. pres- 
ident of Animation, reports he has received 
inquiries about making cartoon sales films 
for Australian, French, and Argentinian 
companies . . . George Blake Enterprises pro- 
duced the Joseph Katz new Amoco Super 
Permalube commercials . . . Stephen P. Muf- 
fatti, formerly animation director at Chad, Inc., 
NY, has joined Transfilm as director of ani- 


mation in the industrial and TV film division. 


PHOTOGRAPHY _ Head of the East- 
man photographic 
chemistry dept., Kodak Research lab, is 
George T. Eaton, succeeding John I. Crabtree, 
retiring dept. head. Eaton came to Kodak in 
1937 . . . Optical Society of America awarded 
the Adolph Lomb Medal for 1956 to Walter 
R. J. Brown, research physicist in Kodak Re- 
search lab, Rochester . . . Robert Pace has 
opened a new lab at 421 Lexington, NY, MU 
7-2372-3, to specialize in dye transfers and 
dye transfer strip-ins. He was formerly of 
Pace and Van Camp... .. Irving C. Christen- 
son Studios, Inc. have increased their working 
area by SO percent by taking over adjoining 
space at present location, seventh floor, 480 
Lexington. Agency illustration takes over the 
new quarters, but all offices shared in re- 
modelling . . . New staff photographer at 
Sports Illustrated is John G. Zimmerman, com- 
ing there from Detroit where he was free- 
lance. .. . A more complete package service 
is now available as a result of a working 
agreement between Len Forray of E. Denton 
Morris (retouching studio) and Bud Norton 
Associates (photographers and artists’ repre- 
sentative). Each continues as an independent 
operation but details have been worked out 
for smooth working together on assignments 
requiring their combined services . . . Bud 
Norton also reports that fashion photographer 
Ray Kellman just put $11,000 into redesign- 
ing his studio. Working with the same space, 
designer Nardin & Radoczy gave Ray not 
only a better looking studio but an increase 
of more than 50% in working space at,276 
Sth Ave. “Just shows how functional good 
design can really be,”’ says Bud. 
Jerry McAlevey. PM 


PRODUCTION 
at Anderson & Cairns, 


was featured in his agency's promotion fea- 
turing personnel . . . James E. Lee of Welles- 
ley, Mass. is new PM of Chambers and Wis- 
well, Boston. He just completed work for 
the Cryovac Co., creating its new graphic 


arts dept. 

DEATHS Kurt M. Lieder. AD of the ad- 
vertising division; Texas Co., 

died of a heart attack at his home in Staten 

Island . . . Irl W. Rose, president of Rose- 

Martin, ad agency, of a heart attack, age 61. 


Cualiig 


FLEXICHROME 


SERVICE 
DEPENDABILITY 
UNLIMITED PRINT SIZE 





SAVE TIME WITH 
THE RIGHT PRINT 


TECH PHOTO LABS. 


14 EAST 39th ST., N.Y.C. » MU 3-5052 
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COLOR RETOUCHING 


EKTACHROME 


GEORGE E. WILDNER 


MURRAY HILL 3-5341 











COLOR RETOUCHING 


DAN C. MILLER 

















Dye Transfer 
Carbros 


RETOUCHING 


Hersh-Mastro Studios Inc. 
4 W. 40th Street, New York, N. Y. 


CH 4-8864 
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X16190 . . . One of the thousands of 
pictures from our stock library. 









Ve 
DID | 


STOP 
YOu? 


ONE OF THE MANY 
SITUATION PICTURES FROM 


UNDERWOOD & UNDERWOOD 


ILLUSTRATION STUDIOS INC. 


Send $2.00 for 10th Edition Catalog 
(in N. Y. C. add 3% Sales Tax) 


646 North Michigan Ave- 
Chicago 11, Itinois 


319 East 44 Street 
New York 17, N. Y. 
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TO MIX OR MATCH 


difficult colors by formula...using the Code Color 
set of only eight colors. Double-ground tempera 


hh Tan 





goes on y, covers b y- If you want 
to save precious hours, do a better job... Code 
Color belongs in your studio. 


KIT CONTAINS: Two Color Wheels, Formula Book, Eight 
Dropper Bottles of special Code Color Tempera. 


COMPLETE 
KIT 


deed 


Refills in 2 o2., 8 oz. 








814 DUNLEER PLACE @ LOS ANGELES 64, CALIF. 





Joseph Torch 
i 


for the Studio Trade 
‘The Best for Less"— Framing & Matting 


, Helsea 83-3534 147 W. 14th St. 


(Near 7th Ave.) 
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booknotes 


ROCOCO ART FROM BAVARIA. Pitman Pub- 
lishing Corp. $15. 


This volume illustrates every piece 
shown at the Exhibition of Rococo in 
Bavaria shown at the Victoria and Al- 
bert museum in England in 1954. The 
catalog text is from the one prepared 
by Dr. Alfred Schadler for the exhibi- 
tion. A preface by German Ambassador 
to England Hans Heinrich Herwarth 
von Bittenfeld gives some background 
on the Bavarian Rococo school. Profes- 
sor Nikolaus Pevsner includes the text 
of a broadcast on Bavarian Rococo 
which he made on the BBC Third Pro- 
gramme. This discusses especially the 
work of Ignaz Gunther. The book is 
divided into sections on secular art and 
religious art, with subdivisions being 
tapestries, sculpture and designs, por- 
celain, furniture, secular plate, draw- 
ings and paintings for the first section. 
The religious section also includes tex- 
tiles and church plate, as well as all 
categories mentioned. 


COMMERCIAL ARTISTS’ GUIDE, by K. Chin. 
P.O. Box 146, New York 17. $2.00. 


Designer Kay Chin (with Ted Bates 
Advertising) has written a small book 
on a big subject—making money. 

Text is very specific and factual, cov- 
ering how much commercial artists 
earn; prices for different kinds of work; 
advantages and disadvantages of free- 
lancing, working for a studio, working 
for an agency; beginners salaries and 
job sources; common mistakes of begin- 
ners; the artists representative. 

Book also covers various outlets for 
illustration and methods and amounts of 
payment for each. Book is sold by mail 
only, through the address listed above. 


COLOR SEPARATION AND MASKING. A Kodak 
Data Book. Second Printing, 1956. Eastman 
Kodak Co. 75¢. 


This revised handbook has information 
resulting from Eastman laboratories’ 
tests on tray processing of negatives from 
color transparencies; use of the Kodak 
Matrix Film Punch; density of highlight 
masks; and highlight correction without 
color correction. The description of agi- 
tation technique in tray processing of 
negatives made from color transparen- 
cies is completely revised. The section 
on the use of the Kodak Matrix Film 
Punch is new. New data is also included 
on the other subjects treated at Eastman 
laboratories. 





















NOW! EXPOSE 


ANSCOCHROME 
TRANSPARENCIES 


at speeds up to 


ASA 96 


WITHOUT COLOR SHIFT! 


Yes...even ASA 250 
with special filters 


For the first time ... new color 
processing technique makes 
possible exposures in color 
with Speed Graphic, Linhof 
and view cameras heretofore 
possible only with miniature 
cameras. 

Dve transfer prints . . . Dupli- 
cate Transparencies .. . Ekta- 
chrome . . . Art work copied 
... slides. 


JACK WARD 
COLOR SERVICE, Inc. 


202 East 44th Street, New York 17, N.Y. 
Tel. MU 7-1396 







Midtown 
pick-up... 
delivery 






bookshelf 


The bookshelf makes it easy for readers 
to buy, at list price, the best books of current interest 
to the art professional and advertising manager. 


NEW BOOKS 
eee ewe eee eee ese sete eee eee 
124. The Letterhead, History and Prog- 
ress. Ernst Lehner. Collection of 
actual letterhead samples in hardcover, 


spiralbound book. Plus history of the art 
and 128 shistorical illustrations. $9.50. 


131. Catalogue of Colour Reproductions 

of Paintings Prior to 1860, 3rd edi- 
tion. Lists and illustrates 641 reproductions, 
plus notes on where available. Lists of pub- 
lishers, printers and artists. $3.50. 


ANNUALS 
110. Penrose Annual 1955. Edited by R. B. Fish- 

enden. Technical articles on new graphic 
arts techniques and materials, typography, art, 
lettering, reproduction. Illustrations show litho- 
graphs, posters, examples of typography and 
layout, art and illustrations. There are 23 inserts 
of letterheads, book and publication covers and 
pages, menus, Bible pages. $8.50. 


122. 34th Annual of Advertising and Editorial 

Art and Design. Al! winners in the national 
exhibition held in 1955 by the New York Art Direc- 
tors Club. Best work from coast to coast appear- 
ing in all media. Source of inspiration and ideas 
for the AD. More than 400 pieces. $12.50. 


127. International Poster Annual, 1956. Edited 

by Arthur Nigli. 500 outstanding posters by 
top artists from 23 countries. Also, articles on 
poster art in Japan, Germany, Copenhagen. 
This is a highly respected record of the best in 
poster art and should be in the annual file of 
AD and artist. $10.95. 


130. Seventh Annual of Advertising and Edi- 

torial Art. The Art Directors Club, Toronto. 
Burns & MacEachern, Toronto. The complete 1955 
Toronto Art Directors’ Show, a wide representa- 
tion of Canadian graphic art. Indices to adver- 
tisers represented, artists, art directors and 
publications. $6.50 


COPYFITTING 
42. Streamlined Copy-fitting. Arthur 8. Lee. 
1954-55 edition of this manual, now 64 
poges, contains character count for more than 
1450 faces, including caps and small caps. All 
necessary scales are on one master guage. $5.95. 


DISPLAYS 
100. Point of Purchase Cardboard Displays by 

Victor Strauss. A definitive work written in 
the practical language of buyer and printer. 867 
illustrations aid in planning and constructing dis- 
plays of many different types. Clear, concise data 
and directions serve as a rich mine of display 
ideas for the buyer. $15.00. 


LAYOUT 
87. Advertising Layout. William longyear. An 
informative and stimulating explanation on 
how to create ad layouts that make people stop, 
look and read. Illustrations are from best current 
practice. Discusses layout problems for each 


media. $6.50. 


124 


102. Layout File by Harry B. Coffin. Idea start- 
ers for the designer, advertiser and buyer 
of printing. There are 1,333 sketches to illustrate 
some of the layout styles that might be used for 
mailings, catalogs, folders, posters, displays, etc. 
Reprinted from American Printer. $2.00. 


107. 101 Usable Publication Layouts by Butler, 
Likeness & Kordek. Practical handbook on 
publication layout with 101 illustrations of single 
page layout situations and problems, with and 
without illustrations. Each is evaluated briefly. 
$3.75 


126. Practical Handbook on Double-Spreads in 

Publication Layout by Butler, Likeness and 
Kordek. Fourth in a series of handbooks on pub- 
lication layout. Illustrates and discusses prob- 
lems and techniques in double-spread layouts. 
92 pages. Paper back. $3.75. 


LETTERING, CALLIGRAPHY 


96. 101 Alphabets by Hunt & Hunt. Manval of 
lettering styles showing more than 100 styles 
ranging from Roman to modern. $3.75. 


PRODUCTION 


101. The Technique of Advertising Production. 

Thomas Blaine Stanley. Second Edition. 
Up-to-date revision of a basic text which is 
packed with practical data, charts, diagrams 
and tables. A good reference book for both 
the student and art and production personnel. 
Indexed. $6.75. 


118. Color by Overprinting by Donald €E. 
Cooke. This is a complete guidebook in 
the art and printing techniques employing trans- 
parent inks in multiple combinations. It is illus- 
trated with 495 three- and four-color groupings 
of eleven basic inks plus 44 pages of pictorial 
application of the medium. It is fully annotated 
for reference of artists, printers, engravers, art 
directors and editors in the book, magazine, 
advertising and graphic arts field. $25. 


SWIPE FILES 


123. Idea Art is a portfolio containing over 100 
original illustrations ready for use. It is a 
storehouse of ideas and art ready for reproduc- 





ART DIRECTION 
43 E. 49th Street, New York 17, N. Y. 





tion. Each 9 x 12 page (Kromkote stock) consist. o 
several copy lines illustrated with a sharp | ne 
drawing which retains its quality when reducec or 
smaller space ads. Art styles are fresh and var ad 
in a light vein. The portfolio has a plastic ; g 
binder. Beginning in March monthly supplem« ats 
of 40 pieces of original art will be issued for § 0, 
Portfolio is $25. 


TELEVISION 


31. Designing for TV, Robert J. Wade. Joxt 

plus 200 illustrations tell TV artist about 
scenic design, art direction, title and graphi-s, 
makeup, costuming, preparing for production, 
commercials, story-boards, and staging. $8.5). 


119. The Animated Film, by Roger Manvell. 

Explores the art and technique of anima- 
tion of the full-length drawn film. After a brief 
history of animated film, author explains ond 
illustrates the various phases of production of 
“Animal Farm''—from art to layout to tracing to 
camera, editing and sound. Use of storyboards, 
the workbook, the tension chart and other ele- 
ments of drawn film preparation are shown and 
explained. $3.50. 


GENERAL 


79. Commercial Art as a Business. Fred C. 
Rodewald. Handbook for artists, art buyers 
and artists’ representatives. Defines problems of 
time, written orders, breaking down a job into 
logical steps, deadlines, model and prop fees 
and other factors that are a source of friction 
between artist and buyer. Legal aspects are 
explained, financing, bookkeeping and tax mot- 
ters discussed. Markets for commercial artwork 
and tips on selling are offered Includes the 
Code of Fair Practices of the Joint Ethics Com- 
mittee and the code of ethics of the American 
Association of Advertising Agencies. $2.95. 


125. The Human Figure in Motion. by Eadweard 
Muybridge. Thesaurus of human action. 5000 
action photographs showing 163 different types of 
human action. Most are from 3 angles, with os 
many as 48 timed-interval shots per action, some 
taken at speeds of 1/6,000th second. $10. 


128. The Eye of Man. Form and Content 

Western Painting. Selden Rodman. Rodman 
advocates humanism in art. A serious book on 
artists and art as related to the social scen¢ 
100 illustrations, index of artists. $10. 


129. Package Design. Milner Gray, R.D.! 
F.S.1.A. Covers design from principles 
techniques, including articles on materials b 
specialists. Bibliography and indices to tex 
manufacturers and designers. $6.95. 





Amt. Encl. $. 





Please send me, postpaid, the books corresponding to numbers circled below. 











31 42 79 87 96 100 101 102 107 110 VE 
9 122 123 124 125 126 127 128 129 130 13 
6/56 All orders shipped postpaid. No C.O.D.'s. Add 3% sales tax with orders fo 
New York City delivery. Payment must be made with order. 
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Firm 
Address 
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If you want a book not listed, send your order and we will try to get it for you. 
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ARTON ASSOCIATES 
art and design 


15 East 48 Street, New York 17, N. Y. 





‘Description of trees, from the artist's 








| WRITE 


ad copy, publicity, 
editorial features, 
booklets, catalogs. 


AARON NORMAN 


181 EAST 93rd STREET, NYC 28 
FILLMORE 8-2965 
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specialists i a0 and package dex 
KRolidstein 

154 Nassau © Werth 2-2¢ 
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studio 





LAYOUT & DESIGN ov sce 


MECHANICALS 


DAN C. MILLER 4 


EXTERIOR ART 


FASHION INDUSTRIA INTERIOR 


SPOT STL LIFE PRODUCT 


MERCHANDISE 
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DRAWING TREES. 
Guptil. $5.75. 


Henry C. Pitz. Watson- 


A handbook on the techniques of draw- 
ing trees in pencil, crayon, charcoal, ink 
and mixed methods. Examples by other 
artists. Over go drawings in monochrome 
are included. The author, director of 
the department of illustration at the 
Philadelphia Museum School of Art, 
has written other books on illustration. 
Norman Kent, who has designed the 
book, adds a preface which discusses 
the tree as part of conventional design. 
A list of books on trees is included. 


point of view, is given, with special in- 
formation appearing opposite examples 
of art. Each drawing is explained—tools 
used, method chosen, and why. 


THROUGH THE EYES OF CHILDREN. Edited by 
Boleslaw Zagala. National Publishing Enter- 
prise for Children’s Literature, Our Bookshop, 
Warsaw, Poland. 


An introduction to this book of chil- 
dren’s work is in English, as is the in- 
dex. Children’s ages range from 5 to 14. 
All in color, the subjects include street 
execution, prisoners in a concentration 
camp—this from the war years—with re- 
building of the country the most fa- 
vored theme since peacetime. 


REGINALD MARSH. Etchings Engravings Litho- 
graphs. Norman Sasowsky. Frederick A. Prae- 
ger. $3.95. 


A collection of Marsh’s work, with an 
explanation of the cataloguing by Sa- 
sowsky, preface by A. Hyatt Mayor and 
introduction by Isabel Bishop. There 
is also an alphabetical index. Kennedy 
Galleries includes a catalog, including 
price list, of reproductions they carry. 


JULIO GONZALEZ. The Museum of Modern 
Art. Two editions, 75¢ and 35c. 


Photographs of the Julio Gonzalez 
pieces on display at the museum in 
New York through April 8, after that 
at the Minneapolis Institute of Arts, 
May 8—June 17. Introduction by An- 
drew Carnduff Ritchie, with statements 
by the artist. This monograph is the 
first in English on the Spanish sculptor 
in metal, great friend of Picasso. Gon- 
zalez’ notes include an interesting com- 
mentary on the work of Picasso. A 
chronology of Gonzalez’ work, a biblio- 
graphy and a catalog of the exhibition 











MORILLA invites you to try 
CANSON 


INGRES 


and discover the most impressive 
line of colored drawing papers for 
Pastel, Charcoal, Crayon, Casein; 
for Mats, Block Printing, etc. 


Canson Ingres, masterpiece of the 
ancient Canson & Montgoifier mills in 
France, has been used by the world's 
great artists for generations. The re- 
markable ‘‘Portraits Dessines'' by the 
famous French Artist, Jean Dominique 
Ingres, (1780-1867) were executed on this 
handmade paper bearing his name. 


@ 24 colors from white to 
Stygian black 

@ 100% rag content 

@ Handmade, gelatine sized 

@ 4 deckle edges 


The unmechanical grain of Canson 
Ingres produces a depth and luminous 
beauty unattainable on other surfaces 
and lends itself to all techniques and all 
effects. Sold in art shops at 6c a sheet. 


Sample book to artists on request 


The MORILLA Company 





330 E. 23rd St., New York 10, N. Y. 


706 So. Magnolia, Los Angeles 5 











VALUABLE INFORMATION FOR 

COMMERCIAL ART STUDENTS 

AND PROFESSIONALS ... 

e Salaries, earnings, in actual 
figures of most categories 

e free-lance prices 

e trade pointers, trade terms 

e Salaries for beginners 

e mistakes many beginners make 

e many art positions do not 
require drawing ability 


an important book! 


Advantages and disadvantages. . . 
of working for a studio 
of working for an advertising agency 
of free-lancing 

This book helps you avoid mis-steps that 
could retard your career 


for cloth bound edition send $2 to 
COMMERCIAL ARTISTS GUIDE 
P. 0. Box 146, Grand Central Station, N.Y. C. 
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Change of Address. Please send an address 
stencil impression from a_ recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 
Art Direction, Circulation office, 43 E. 49th 
St., NYC 17. 











are helpful. 









In addition to Ross Bill Fleming 


and Butch, the other 17 represented 
exclusively 


artists shown here, in Detroit 


offer a variety of talents by LaDriere. 
Illustrators 


and the many years <a m 
of experience required and Bob Farbolin 


two happy to produce the best in on stump staff. 
choices automobile catalog 
for 1957 


automobile 


art programs LA)~a 


STUDIOS, INC 


aud announcement art. 


LADRIERE STUDIOS, INC. 
1700 cadillac tower, detroit 26, michigan 





headquarters for quality automobile art 
for over 28 years 
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joe podnar 
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iui mines 


keith lyddy 





clyde mc williams 


h. j. luxem 





to have your firm listed call Plaza 9-7722 


ART MATERIALS 


Concord Artists Materials 
Everything for the artist, prompt service 
184 Lexington Ave., N. Y. C LE 2-3740, 3799 


N. Y. Central Supply Co. 
Complete stock ® Prompt service 
62 - 3rd Avenue, nr. 11th St., N.Y.C. 


CHARTS 


GR 3-5390 


Chart House 

Charts, Sales Presentations, Creative Layout, 
Maps, Handlettered Cards, Training Aids, Illus- 
trations 


701 7th Ave Mayfair Bldg. Cl 6-1537 


COLORSTATS 

Ralph Marks Color Labs 
low cost, full color reproductions 
transparencies and opaque copy. 
344 E. 49 St., N.Y. C. 17 

EMPLOYMENT SERVICE 
Bearman Personnel Service 
Specializing in photographic personnel 
115 W. 42 St., NYC BR 9-8474-5 

HISTORICAL PRINTS 


The Bettmann Archive 

Old time illustrations on any subject. Events, In- 
dustries, Fashion, Decors. Ask for folder 6A. 

215 E. 57th St., N. Y. 22 PL 8-0362 


MECHANICALS 


from color 


EL 5-6740 


Alfred Henry 
Speed * Accuracy * Dependability 
299 Madison Ave., N. Y. C 


PHOTO SERVICES—COLOR 


Colorsemblies, Inc. 
Ektas assembled, retouched, duplicated 
112 W. 48 St., N. Y. 36 


OX 7-5316 


PL 7-7777 


Robert Crandall Associates, Inc. 

Multiple color units photocomposed and assem- 
bled. We guarantee our color duplicates. 

58 W. 47 St., N. Y. C. 36 Cl 7-7377 


Custom Film Lab 
Color filmstrips, slides, from artwork and trans- 
parencies. Price list on request. 


1780 Broadway, N. Y. C. 19 Circle 5-4830 


Kurshan & Lang Color Service 

24 Hour Custom Ektachrome processing 
Duplicating & Dye Transfer Prints 

10 E. 46th St., N. Y. 17 


PHOTO SERVICES—B&aW 


Modernage Photo Services 

319 East 44 Street, New York, N. Y. 

Prints for reproduction in grey-scales to meet 
exacting requirements of all printing processes 


MU 7-2595 


@ Developing and printing for magazines and 
industry 

@ Copying of artwork 

@ Commercial photography; studio available by 
hour and day 

Call Ralph Baum LExington 2-4052 


REFERENCE PICTURE CLIPPINGS 


Reference-Pictures, Inc. 

We have clipped and filed over a million pictures 
from magazines and books on any and every 
SUBJECT, MOOD or SITUATION, of every period, 
in color and black and white. Every picture has 
been selected by an Art Director for use by Art 
Directors to stat or paste in layouts and compre- 
hensives and by Artists as reference for drawings. 
Supplied on a rental basis for a small fee. Im- 
mediate delivery. 


104 Fifth Ave., N. Y. 11 CHelsea 2-9535 


128 


RETOUCHING 


Robert Crandall Associates, Inc. 

Color correction and retouching through use of 
optics, chemistry and dyes. Retouching as ine 
engraver likes it. 


58 W. 47 St., N. Y. C. 36 Cl 7-7377 


Davis * Ganes 

Color Correction and Retouching of 
Transparencies, Dye Transfers & Carbros. 
Flexichrome Coloring 


516 Sth Ave., N. Y. 1 MuUrray Hill 7-6537 


Horstmann & Riehle 
Black & White, Industrial & Flexichromes 
18 East 41st Street, N. Y. C. MU 5-7258 


Max Jaikin 
Color Transparency Retouching and Assembly 
58 W. 57th St., N. Y. 19 Cl 6-8712-3 


Tulio Martin Studios 
Transparencies 


58 W. 57th St., N. Y. 19 Cl 5-6489 


Rhina Studios 
Transparency retouching 


201 East 38th St., N.Y.C. LE 2-6125 


Frank Van Steen 
Color Retouching. 


370 Lexington Ave., N. Y. C. LE 2-6515 


Donald Van Vort 
Flexichrome, Dye Transfer, Carbro and B&W 
359 Lexington Ave., N. Y. C. MU 5-3788 


SALES PRESENTATIONS 
Wiener Studio 
Charts * Posters * Slides * Hand Lettering 
12 East 37 St., N. Y. C. MU 6-0656 


SILK SCREEN PROCESS 
Jaysee Display Advertising, Inc. 
Quality reproduction. Posters and displays. 
12 E. 12th St., N. Y. 3 OR 5-7280 


Masta Displays Inc. 
20 years leadership in silk screened 
posters and displays 


230 W. 17th St., N. Y. C. CH 2-3717 


STOCK PHOTOS 


Frederic Lewis 
Photographs of Everything 


36 W. 44th St., NYC 36 MU 2-7134 


Photo-library, Inc. 
For hard-to-find color stock photographs. 
19 E. 57 Street, N. Y. 2 Plaza 3-3112 


Underwood & Underwood News Photos Inc. 
3,000,000 photos on all subjects: Historic, Per- 
sonalities, Industrial, Geographical, etc. Send for 
our free listing. 


3 W. 46th St., N. Y. 36 JUdson 6-5910 


TELEVISION SERVICES 
National Studios 


Hot Press, Slides, Telops, Animatics, Flips, etc. 
145 W. 45th St., NY 36, NY JUdson 2-1926 


TYPOGRAPHY 
The Composing Room, Inc. 
Advertising Typographers 


130 W. 46 St., N. Y. JUdson 2-0100 


SERVICES 


Ways’ Standard Viewers 
For viewing color in transparencies correctly 
William P. Way Chappaqua, N. Y. 


call Plaza 9-7722 


Owner of medium-sized design and art STUDIC 
DESIRES MERGER with another studio owner 
salesman or designer with accounts. Have nice 
profitable business now with very promising anc 
interesting future which will require more help 
Box 300, ART DIRECTION, 43 E. 49 St., NYC 17 


WANTED, MAN FOR LAYOUT, ART, PRODUC 
TION. Must be competent and fast, familiar wit! 
procedure in executing production art for printec 
advertising material. Knowledge of typography 
essential. A challenging opportunity for experi 
enced, energetic man with fast-growing creative 
printing plant. Send resume of background 
starting salary expected, to LeRoy Barfuss, Ar! 
Director, Wetmore & Company, P. O. Box 13026 
Houston 19, Texas. 


WANTED: LABEL AND PACKAGE DESIGNER. | 
you are sure you can qualify as a first-class labe 
and package designer and possess the rare qual 
ity of being able to understand and get along 
with salesmen, clients and artists, write and sub 
mit resume of experience for consideration for a 
very fine lifetime position. Box 600,. ART DIREC- 
TION, 43 E. 49 St., NYC 17. 


IDEAL STUDIO SPACE arrangement for top notch 
airbrush retoucher, also layout and production. 
Midtown. Box 601, ART DIRECTION, 43 E. 49 St 
NYC 17. 


ART DIRECTOR. Unique opportunity to become 
AD of growing adv. agency in Toronto, Canada. 
Real growth potential & opportunity to introduce 
American techniques & ideas into a booming 
country. Send background & full details of past 
exp. Interviews will be arranged in NYC. Sal 
commensurate with ability. Box 602, ART DIREC- 
TION, 43 E. 49 St., NYC 17. 


SAN FRANCISCO. Prominent, medium-size Ad- 
vertising Agency has opening for talented and 
experienced ART DIRECTOR. Send complete 
resume to Box 603, ART DIRECTION, 43 E. 49 St., 
NYC 17. 


FOR RENT OR SALE. Filmotype lettering machine 
including fonts. Practically new. Call Cl 6-1537 
or write Box 604, ART DIRECTION, 43 E. 49 St., 
NYC 17. 


WANTED FREE LANCE, Top men's, boys’ & 
women's fashion artists. Nationally known studio. 
Box 605, ART DIRECTION, 43 E. 49 St., NYC 17. 


TO RENT 1 YEAR. Studio, 20x80 ft., terr., 2 toilets, 
$300. Call MU 3-3217. Newly wired 30,000 amps. 


TYPEWRITER FOR SALE. Smith-Corona standard. 
8 years old. Good condition. Excellent buy at 
$40. Phone PL 9-7722. 


subscribe to 


RUS 


the monthly news magazine 
of advertising production 


$1.50 for 12 issues 
43 E. 49th St., New York 17 






































HENRY PRICE PERSONNEL 


© center 
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the €1t 
48 W. 48 STREET- N.C. 36 - Cl 5-8228 
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uUality, evans 
FOR YOUR 
EXACTING 
JOBSeee 
MATTE 
GLOSSY 
STIPPLE for 7V 
WATER COLOR 


AMERICAN BLUEPRINT Co. 


7 EAST 47TH STREET*-PLAZAI-2240 -NEW YORK 


IN 
630 FIFTH AVE 
299 MADISON AVE 
241 EAST 44th ST 
7 EAST 47th ST 








:—HIRING ARTISTS? 
coll “The Art Unit’ or 7.9100 


New York State Employment Service 


119 Fifth Ave. New York 3, N .Y. 


A specialized placement service 
for both employers and applicants in 
the field of commercial art. 


ENO FEE CHARGED TO ANYONE 


Art Direction / June 1956 
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AMERICAN HERITAGE, APRIL 1956. Vol. VII, 
No. 3. American Heritage. 


A special section on the War of 1812, 
with selections from printmakers’ his- 
tory of The Great Sea War, is of in- 
terest. Fifteeen color plates, plus one 
double spread and a color cover, help 
tell the story. Photographs are by Her- 
bert Loebel. Artists are Alonzo Chap- 
pel, Thomas Birch, J. C. Schetky; en- 
gravers are Tiebout, Benjamin Tanner, 
A. Lawson. Reproductions of woodcuts 
and lithos of the times are also in- 
cluded. The second of a series on times 
of trial in American statecraft, If Only 
Mr. Madison Had Waited, by George 
Dangerfield, features a Stuart painting 
by James Madison, and Napoleon in 
His Study, by Jacques Louis David. 
Many of the articles in this issue are 
concerned with the middle 1800's, and 
are appropriately illustrated with 
works by painters of the time. An in- 
teresting photographic section _ illus- 
trates early flight, around 1910, in the 
article by Thomas Naughton, The Bird- 
men at Belmont Park. 


NELSON DRAWING BRISTOL BOARD. Bien- 
fang Paper Co. offers a bristol board 
of high rag content and low price, the 
Nelson Drawing Bristol board, avail- 
able in 1, 2, 3, and 4 plys in kid and 
plate finish. The 23x29” sheets are about 
15¢ per ply. Samples are available from 
the company, at Metuchen, N. J., or 
from art supply dealers. . 








LECTURERS’ EASEL 
— with many new features! 


Here's a low priced lecturer's easel that is 
perfect for demonstrations, conventions, busi- 
ness meetings, etc. It has a 24x36"’ backboard 
that not only holds a lecturer's pad but can 
also be used as a blackboard. Holds large 
pads bound both the long and short way. Legs 
are hinged and entire easel folds into a com- 
pact and lightweight unit for convenient carry- 
ing. There's nothing else like it on the market! 


No. 3104—Lecturer's Easel 


No. 176A—Lecturer’s Pad 

24x36"' Newsprint 3.00 
No. 176B—tLecturer's Pad 1 

28x34 White Bond 7.00 
No. 176C—tecturer's Pad 

24x38" White Bond 


Write on your letterhead for 
200-page catalogue of art sup- 
plies. ‘‘An Encyclopedia of Ar- 
tists Materials” 


ARTHUR BROWN & BRO. 


2 WEST 46th ST., NEW YORK 








tax talk 


(continued from page 12) 


to maximum total of $4200 in a year) 
is counted towards old-age and survivors 
insurance. Losses in one are deducted 
from earnings in the other. 

If the taxpayer and his wife operate 
a business as a legal partnership enter- 
prise or a joint venture, each should 
report on a separate schedule their re- 
spective shares of the business profits as 
net earnings from self-employment even 
though the taxpayer files a joint income 
tax return. Each will receive social se- 
curity credit. The amount of self-em- 
ployment income each reports depends 
on the terms of the partnership agree- 
ment. 

A father and his son may work to- 
gether to conduct a business as patt- 
ners or joint venturers. In either case, 
both are self-employed. °e 


CIAL SUMMER 
SESSION concitionen 
IN STUDIO SKILLS * PASTE UP 

MECHANICALS 
RETOUCHING 
INDICATED LETTERING 
FIGURE FOR LAYOUT 
JULY 2nd to AUG. 17th © REGISTER NOW 

SEND FOR CATALOG G 

245 East 23 Street 

New York 10, N. Y. 

MURRAY HILL 3-8397 














EDITORIAL 
FREE-LANCE 
ILLUSTRATORS 
WANTED! 


aelG (ame iele) @e@ey' sah) 
AND MAGAZINES 


CALL MU. 7-2698 
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AWARD OF DISTINCTIVE MERIT 


ILLUSTRATION 
takes vision and skill. 
The best illustrators are 
those whose vision is 
eternally fresh. 
Versatile or highly 
specialized, traditional or 
boldly experimental, 
our illustrators have 
two things in common: 
they are designers, 

and they are craftsmen. Awaro oF MERIT 








~— 


ce 
Aso WV 


AWARD OF MERIT 


DISTINCTION : 

16 BESTS in the 35th Annual Exhibition of 

the New York Art Directors Club 

1385 BESTS in the past 13 Annual Exhibitions of the 
New York Art Directors Club 





DEPENDABILITY: 

In the past 12 months we have designed 

and produced art for 2214 advertisements 
1601 mailing pieces 

923 ppint-of-sale units 





ROSSIN ASSOCIATES INC AWARD oo amu 





